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Zitz and Others 
Take Over Reins 
at Henri, Hurst 


Cuicaco, Nov. 25—A group of 
some 15 major executives of Henri, 
Hurst & McDonald—headed by 39- 
year-old Martin Zitz, who was 
named president of the agency a 
year ago—will take over control 
and operation of the agency Jan. 1. 

W. B. Henri, who became chair- 
man of the agency’s executive 
committee a year ago when Mr. 
Zitz was elected president, and 
board chairman W. D. McDonald 
will both withdraw from active 


Martin Zitz 


participation in the agency and 
limit their activities to counseling 
the group. The late John F. Hurst, 
the third founder, retired from the 
business many years ago. 

R. E. White, senior v.p. and an 
agency veteran, and D. N. Mainguy, 
v.p., have also resigned. Perry 
Brand, v.p., has joined Campbell- 
Mithun as executive secretary of 
the Chicago plans board of the 
agency. 

In addition to Mr. Zitz, who con- 
tinues as president, the new man- 
agement group will consist of Jack 

(Continued on Page 4) 


‘Lucy’ Could Sell 
One Brand, But Not 
Three: Philip Morris 


New York, Nov. 25—What ever 
happened to the love affair be- 
tween “Lucy” and Philip Morris? 

One version of what transpired 
was told here this week by Thom- 


director of advertising for the 
cigaret company. He spoke before 
the time buying and selling sem- 
inar of the Radio & Television 
Executives Society. 

Mr. Christensen said Philip 
Morris dropped the then top rated 
“IT Love Lucy” several months 
ago, when the tobacco maker be- 


Parliament, Marlboro and Philip 
Morris each having a “legitimate 
demand on the corporate market- 
ing kitty.” 

At first'an attempt was made to 
hold onto the CBS-TV franchise 
by seeing if network telecasts 
could do a multiple brand selling 
\job. The results were negative. 
|“Cigarets are unique in that they 
compete with themselves,” the ad- 
man said. “We consider that Marl- 

(Continued on Page 4) 


as Christensen, assistant to the). 


came a three-brand company, with | . 
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BANKER SPECIAL—This is the first ad 
in a new series by the Waxed Pa- 
per Merchandising Council, aimed 
at saving the bakery market for 
waxed paper. It appears in bakery 
and food business papers. The 
campaign, launched a year ago, is 
credited in part with an 18% in- 
crease in waxed paper use by ba- 
keries. Ruthrauff & Ryan is the 
agency. 


‘Many Newspapers 


New York, Nov. 23—Never again 
will so many retailers buy so much 
newspaper space for so little mon- 
ey. 

That’s one forecast coming out 
of a telephone survey of newspa- 
per representative companies made 
today by editors of ADVERTISING 
AGE. 

The reps were asked if their 
newspapers plan rate increases be- 
cause of the recent $5 advance in 
the price of newsprint. 


sentatives’ comment made one 


Bamberger Chairman 


Is President of Former 


United Advertising, Now Williams & London 


Newark, Nov. 23—United Ad- 
vertising Agency will change its 
name Jan. 1 to Williams & London, 
Advertising. 

John C. Williams, board chair- 
man of L. Bamberger & Co., New- 
ark department store, will become 
president of the agency. He will 
resign from Bamberger’s, but will 
continue as a director and also 
will serve the store in an advisory 
capacity. 

Emanuel London, who has been 
president of United since 1945, 
will become vice-chairman of the 
board and general manager. 

Leonard Dreyfuss, who founded 
the agency in 1920, remains as 
board chairman, the position he 
has held since 1945. 


a Mr. Williams’ assumption of the 
agency presidency marks the be- 
ginning of a new career for one of 
New Jersey’s business and civic 
leaders. After Princeton, his busi- 
ness career started in 1927 on the 
R. H. Macy training squad. During 
the next 28 years Mr. Williams en- 
gaged in almost every phase of 
department store operation, includ- 
ing direction of Macy’s advertising 


department. 

In 1928 he transferred to Bam- 
berger’s and was elected v.p. and 
secretary of the company in 1939. 
He became acting president four 
years later, president in 1945 and 
board chairman this year. He is 
now serving his second term as 
president of the New Jersey state 
chamber of commerce. 


@ Mr. London has been active in 
advertising for the past 35 years. 
Upon leaving the Air Force at the 
end of World War I in 1919, he be- 
came a partner in United Service 
Advertising, a local agency, and 
became its president in 1921. In 
1942 he merged the agency with 
United Advertising Agency and 
became v.p. He was elected prési- 
dent in 1945. 

Mr. Dreyfuss, who is also presi- 
dent of United Advertising Corp., 
which operates outdoor plants in 


Maine, has been in the advertising 

business for more than 40 years. 
Mr. London told AA that the 

agency, which services about 30 


between $1,000,000 and $2,000,000. 


The general tone of the repre-| 


Boost Ad Rates; 


More to Follow, AA Survey Shows 


thing clear . . many newspapers 
have boosted their rates, and more 
increases are coming. 


® Some of the increases will be 
flat increases in open line rates. 
Others will be across the board. 
And retail rates are especially a 
target. 

“We tell our publishers to raise 
local rates to help justify the na- 
tional increase,” said one repre- 
‘sentative earnestly, “and we tell 
them to raise them on a corres- 
ponding scaleenot national by 
10% and retail by 5%.” Another 
said he would oppose national in- 
creases without corresponding re- 
tail hikes. 

The representatives knew all 
too well what the paper increase 

(Continued on Page 81) 
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Wallach Deplores ‘Weakening Ethics’ 
in Business Publication Space Sales 


r FCC Study of Radio, 


TV Networks Finally 
Will Get Under Way 


WASHINGTON, Nov. 23—Adver- 
tising’s role in supporting radio 
and tv service was officially 
marked out as a major area of 
study today as the Federal Com- 
munications Commission gave the 
green light for its oft-discussed 
study of network operations. 

Instructions just approved by 
the committee of four commission- 
ers supervising the project call on 
the special investigating staff to 
collect a variety of information 
about ownership and contractual 
relations. 

In addition, the investigation 
plan raises these questions: 

1. What is the opportunity and 
economic feasibility of a multiple- 
network structure in terms of (1) 
the number of broadcast outlets 
available; (2) national advertis- 
ing potential; (3) costs of network 
establishment and operation, and 
(4) other relevant factors? 

2. What is the opportunity for 
and economic feasibility of effec- 
tive competition in the national 
advertisiuy field between networks 
and non-network organizations in 
terms of (1) the number and type 
of broadcast outlets available; (2) 
national advertising potential; (3) 
needs of the advertiser, and (4) 
other relevant factors? 


® After coasting along since the 
adjournment of Congress, the com- 
mission’s network investigation 
got into motion last week with in- 
formal meetings between the com- 
mission’s staff and representatives 
of the networks. 

Initially the proposal for an in- 
vestigation was encouraged last 
spring by congressional commit- 
tees which have been under a 
barrage of complaints from tele- 
casters, particularly u.h.f. opera- 
tors, who have had difficulty get- 
ting network affiliations. 

(Continued on Page 84) 


media” in 1956. 


Last Minute News Flashes 


Sears Names Agency, Weighs National Ad Debut 


Cuicaco, Nov. 25—Sears, Roebuck & Co. has appointed Henry 
/Mayers Advertising, Los Angeles, as its agency, starting immediately. 
Sears told AA that Mayers will help it “survey possible use of national 


Mavar Shrimp Names C. Wendel Muench 
BiLox1, Nov. 25—Mavar Shrimp & Oyster Co. has appointed C. Wen- 


del Muench & Co., Chicago, to handle its advertising, effective Dec. 1. 


The company has budgeted $250,000 for advertising in 1956. The ad 


drive will use the Marjorie Mills show five days weekly on New 


England regional network, and ads in all principal eastern newspapers. 


Foote, Cone Will Handle Firestone Drive 


Axron, Nov. 25—Firestone Tire & Rubber Co. has appointed Foote, 
Cone & Belding, New York, to handle an announcement campaign for 
a new product the nature of which it won’t divulge. Last month the 


|company named FC&B, Los Angeles, to handle its retail advertising 


separate,” according to Firestone. 


New Jersey, Connecticut and|in California and Arizona; the two accounts, however, are “entirely 


Chilton Moves Account to Gray & Rogers 


PHILADELPHIA, Nov. 25—Chilton 


Co. will switch its account from 


accounts, will have 1955 billings of | Aitkin-Kynett Co. to Gray & Rogers, effective Jan. 1. 
(Additional News Flashes on Page 85) 


Cuicaco, Nov. 22—Philip C. 
Wallach, public relations and ad- 
vertising director of H. K. Porter 
Co., Pittsburgh, yesterday charged 
the existence of “questionable in- 
tegrity in business publications” 
and said there is “too little separa- 
tion between the editorial and ad 
departments of the publications.” 

Mr. Wallach unleashed a series 
of verbal blasts against the tactics 
of space salesmen for business 
publications at a meeting of the 
t.f. Club of Chicago. 

“A terrible hypocrisy exists in 
the publishing field,” Mr. Wallach 
said. “When an ad salesman makes 
himself an agent of the editorial 
department by using editorial 
space as a sales tool, he cheapens 
and drags down his publication. 
This kind of selling should not be 
done.” 

Mr. Wallach said he referred to 
the practice of salesmen sending 
out clippings of publicity about the 
company and implying a promise 
of publicity in the editorial col- 
umns in return for an ad schedule. 


s Newspapers and most of the 
larger general magazines do not 
follow this practice, with the re- 
sult that they are highly respected, 
Mr. Wallach said. He also blasted 
the practice of sending advertising 
salesmen to press conferences, “A 
news conference is for reporters 
and editors, not salesmen,” he said. 

Mr. Wallach told AA after the 

(Continued on Page 8) 


RCA Rounds Up 
Its Activities in 
New Prospectus 


New York, Nov. 22—This week 
the Radio Corp. of America of- 
fered its common stockholders the 
right to subscribe to $100,000,000 
in 34%% subordinated debentures, 
at the rate of $100 principal 
amount of debentures for each 14 
shares of common held. It also 
took the opportunity to do a little 
gentle tooting of its own horn 
and to reveal a few new facts 
about the Camden electronics gi- 
ant. RCA reported: 

1. In 1954 more than 80% of its 
total sales were for products or 
services which either didn’t exist 
or weren’t commercially devel- 
oped ten vears ago. 

2. Its sales for the first six 
months of 1955 were $488,510,000, 
of which 65% came from products 
made by RCA. (Tv receivers ac- 
counted for about 17%.) Broad- 
casting activities accounted for 
24% and other activities about 
11%. Sales by RCA of other man- 
ufacturers’ products accounted for 
about 6%. RCA also pointed out 
that these percentages were “sub- 
stantially the same as those for 
1954.” 


a 3. Although the company makes 

17”, 21” and 24” b&w picture tubes 

for its receivers, the 21” size ac- 
(Continued on Page 84) 
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Brewers’ Per Barrel 
Ad Costs Up 15% in'54 


AA Study Shows 

Ad Costs Rose Sharply, 
Sales Increased Slightly 
Cuicaco, Nov. 22—The top-sell- 


ing U.S. brewers spent 49.7¢ in 
newspaper, magazine, and networ'x 


radio and tv advertising to sell| 


each of 46,248,000 barrels of beer 
and ale in 1954. 

This is 15.4% more than the 43¢ 
the industry’s top sellers spent in 
1953 to move 45,941,000 bbls. of 
the foamy beverages. Despite the 
large increase in advertising, the 
industry sold only 0.6% more bar- 
rels in 1954 than in 1953. 


ADVERTISING AGE developed | 


these figures this year, as in the 


past, by taking media expenditures | 


measured by Publishers Informa- 


ers who sold 1,000,000 bbls. or 
more of beer and ale in 1954, ac- 
cording to The Research Co. of 
America. 


000,000 bbls. Jackson Brewing Co. 
is omitted for the ’53-’54 compari- 
sons because (1) it entered the 
top-selling category for the first 
time in 1954, and (2) advertising 
|expenditures figures for Jackson 
are not available. 


| ® These estimates of the relation- 
ship of advertising spending to 
beer and ale sold are necessarily 
incomplete, since the only figures 
(Continued on Page 76) 


Westinghouse, 
F&S&R Score in 
Cleveland Awards 


CLEVELAND, Nov. 25—Westing- 
house Electric Corp., sponsoring 
campaigns that “did outstanding 
jobs for management,” won three 
of the 13 awards in the Cleveland 
Advertising Club’s seventh annual 
competition for prepared-in-Cleve- 
land advertising. 

Fuller & Smith & Ross partici- 
pated in five award-winning cam- 
paigns, including Westinghouse’s 
three industrial products promo- 
tions. 

The awards will be presented at 
the club’s annual awards luncheon 
here Dec. 2. 


® The general chairman of the 
project, John E. McGrath, manager 
of market development, American 
Steel & Wire division of U.S. Steel, 
announced this list of winners: 


American Vitrified Products Co., 
Cleveland. Vitrified clay pipe and 
its uses: 34 business paper inser- 
tions, plus other aids. Agency: 
Griswold-Eshleman Co. 

First ad brought 780 direct in- 
quiries. Follow-ups and _ direct 
sales efforts resulted in 60 munici- 
pal installations or contracts, Af- 
ter four months the copy theme 
was revised to stress actual instal- 
lations and show product accept- 
ance. In a small industry—only 50 
small producers in the nation—no 
one company had_ previously 


gained national recognition, and 


all had been losing to competitive 
(Continued on Page 86) 


FCC May Relax Rule 
on Identifying TV, 


Radio Transcriptions 


WASHINGTON, Nov. 22—The Fed- 
eral Communications Commission 
announced today that it will con- 
sider suggestions for relaxing rules 
relating to the identification of 
mechanical reproductions on radio 
and tv. 

Under a plan suggested by the 
National Assn. of Radio & Televi- 
sion Broadcasters it will only be 
necessary to identify a transcrip- 
tion if the element of time is signi- 
ficant. Such programs would in- 
clude speeches, news programs, etc. 


® A second proposal, received 
from ABC, asks that radio stations 
be relieved of identifying trans- 
criptions where the delay has re- 
sulted merely from differences in 
time zones. 

NARTB told FCC no real ben- 
efit results from requiring identifi- 
cation of mechanical transcriptions 
in programs where no time element 
is involved. 

The commission set Dec. 15 as 
the deadline for comments. 


Kellogg's 40% Bran Flakes 
Gets First Package Insert 

Kellogg Co., Battle Creek, Mich., 
has selected a plastic dish scraper 
as the first premium ever used as 
a package insert for Kellogg’s 40% 
Bran Flakes. A new brown, yellow 
and white package shows the 
scraper full-size and _ illustrates 
ways of using it. Point of sale 
material is available but no na- 
tional advertising has been plan- 
ned to promote the new premium. 
Leo Burnett Co., Chicago, is the 
agency. 


pees, Fis ale ase 


LONG, LONG TIME—Twenty years of client-agency association is sym- 


bolized by handclasp between W 


alter Jeffery (left), v.p. in charge 


of sales for American Motors’ Kelvinator division, and B. B. (Pat) 
Geyer, president and board chairman of Geyer Advertising. Photo 
was taken at Kelvinator distributor meeting in Detroit. 


tion Bureau and the Bureau of Ad-| 
vertising, ANPA, for those brew-| 


The above figures are for 19 of 
the 20 brewers which sold over 1, | 


Advertising Age, November 28, 1955 


BACK IN 1916—The Long Island Railroad used this safety poster di- 
rected at “drivers of fast cars bitten by speed madness,” to help cut 
down grade crossing accidents. 


Prepacked Frozen Meats May Get 50% 
of Fresh Meat Sales in ‘60: Forecast 


Cuicaco, Nov. 22—A panel on 
frozen meats predicted last week 
that within the next five years 
from 15% to as much as 50% of 
all fresh meat sold at retail will 
be prepackaged and quick frozen. 

The panel discussion was part of 
the annual meeting of the Amer- 
ican Meat Institute. Panel mem- 
bers were Paul A. Goeser, head of 
the fresh meats division, Swift & 


Co. research laboratory; Leonard 


I. Berkowitz, general manager of 
frozen meat division, L. B. Darling 
Co., Worcester, Mass.; D. B. Love, 
general manager, frosted meats di- 
vision, Armour & Co.; Glenn R. 
Curtis, v.p. in charge of meat op- 
erations, Independent Grocers’ Al- 
liance Distributing Co.; Robert L. 
Graf, assistant chief of the animal 


products branch, food laboratories, | 


Army Quartermaster Corps’ food 


‘56 Hudson Push 
Uses ‘Disneyland’ 
Plus Print Media 


Detroit, Nov. 23—Hudson Mo- 
tors will direct most of its 1956 
budget into newspapers, tv and 
magazines, according to George R. 
Browder, Hudson’s director of 
advertising and merchandising. 

Mr. Browder also said that in 
addition to these three media, in 
the new car announcement period 
and thereafter, Hudson plans ex- 
tensive use of radio, theater trail- 
ers, special business paper ads and 
new Hudson sales-service road 
signs which will soon be made 
available to dealers. 

“In the past year we have 
achieved excellent results from 
our co-sponsorship of the fabulous 
‘Disneyland’ television program, 
and we will continue as a sponsor 
during 1956,” Mr. Browder said. 

The new 1956 Hudson cars will 
be announced on “Disneyland” 
Nov. 30. Life and The Saturday 
Evening Post of that week will 
earry 600-line to 1,500-line ads 
Nov. 30, he said. 


= “We have applied the terms 
*V-line styling’ and ‘The Big Car 
with the big changes’ to all Hud- 
son Hornet and Wasp advertising 
copy,” Mr. Browder said. Special 
emphasis, he added, has been 
placed on the performance of the 
engines, including the new 220- 
h.p. Hornet V-8, the Championship 
Six and the Wasp Hi-Torque. 

Mr. Browder also said the ’56 
program is designed to illustrate 
the many exclusive features avail- 
able only in Hudson cars. 

Hudson and Nash, he said, will 
jointly present the ad program of 
the completely new ’56 American 
Motors Rambler, which will go on 
display Dec. 15. 

Hudson advertising is handled 
by Brooke, Smith, French & Dor- 
rance, Detroit. 


and container institute; N. L. Chap- 
_licki, v.p. in charge of meat opera- 
tions, National Tea Co.; Harlan J. 
Nissen, v.p. of the Terminal Re- 
frigerating Co., Los Angeles, and 
Grace White, food editor, Family 
Circle. 

Mr. Chaplicki estimated that 
frozen meat sales would jump 30- 
35% in the next three years, and 
50% in five years. One group of 
stores that now sells a complete 
line of frozen meats attributes 5% 
of total retail sales to the frozen 
meats, he said. Most of the other 
panel members predicted gains 
ranging from 15 to 20% 


® Other questions that were asked 
the panel members and their an- 
| swers follow: 


® What meat items have won the 
most consumer acceptance in the 
frozen package form? 

The panel agreed that “conven- 
ience” items—chopped meats, chip 
steaks, flake steaks, chops and 
hamburger patties—are the most 
popular. 


® What is the best way of distrib- 
uting frozen foods—broker, dis- 
tributor or packer sales force? 

Mr. Love said distribution of 
frozen foods depends entirely on 
the market. Packers’ salesmen are 
basically fresh meat people, he 
said, and are familiar with every- 
day sales and marketing problems 
in fresh meat. Frozen food distrib- 
utors and brokers already have 
proven their worth in the mer- 
chandising and marketing of other 
frozen foods and should be just 
as valuable in the frozen meat 
business, he added. 

Mr. Chaplicki said that distrib- 
ution of frozen meats would be by 
the same people that now are dis- 
tributing frozen foods. “Business 
will be done with the same people 
that we are now doing business 
with,” he said. 


® Fred Tobin, Tobin Packing Co., 
(Continued on Page 87) 


EDWARD R. BEACH, formerly v.p. of 
International Affiliates, foreign 
film producer, has joined McCann- 
Erickson as a v.p. and chairman of 
the marketing plans board. Mr. 
Beach had been secretary and v.p. 
of Benton & Bowles, where he had 
been 12 years, before joining the 
film producer last March. 


With S-D Day, ‘55... 
Qutdoor Industry 
Marks 50 Years 


of Safety Effort 


(Picture on Page 52) 


New York, Nov. 23—Dec. 1 is 
S-D Day. 

It is the second annual Safe 
Driving Day sponsored by the 
President’s Committee for Traffic 
Safety. The object of S-D Day, 
which is being widely supported 
by advertising media and business 
and safety groups, is to focus pub- 
lic interest on traffic safety by 
striving for a record of no traffic 
accidents throughout the 24 hours 
of Dec. 1. 

Outdoor advertising companies 
are displaying several thousand 
24-sheet posters bearing a portrait 
of President Eisenhower and his 
personal message, “Make every 
day safe driving day,” from mid- 
November to mid-December. 

This year the Eisenhower poster 
is being used to introduce the out- 
door medium’s annual three-month 
“Operation Impact” program for 
traffic safety, conducted in cooper- 

(Continued on Page 6) 


ears Recall Ads 
40% Better in Color, 
So Carpeters Use Tint 


New York, Nov. 22—The Carpet 
Institute is switching to full color 
for its 1956 consumer advertising 
campaign as a result of a color 
study which revealed that con- 
sumers retained 40% more mes- 
sages in the new color ads than 
they did in last year’s b&w ads. 

The schedule calls for five inser- 
tions each in 12 national maga- 
zines. As in the past, each ad will 
highlight one functional benefit of 
carpeting—more warmth, more 
quiet, more safety. The media list 
includes American Home, Better 
Homes & Gardens, Bride’s Mag- 
azine, House Beautiful, House & 
Garden, Life, Living for Young 
Homemakers, McCall’s, Parents’ 
Magazine, Sunset Magazine, Wom- 
an’s Day and Woman’s Home Com- 
panion. 

An intensified campaign also is 
planned for business and profes- 
sional publications. Ads aimed at 
carpet retailers will discuss the 
consumer campaign and promote 
progressive merchandising prac- 
tices. 

Morey, Humm & Johnstone is 
the agency. 


Color Should Make 
TV Prospects Rosy, 
RCA Exec Asserts 


Cuicaco, Nov. 22—As part of 
Radio Corp. of America’s new all- 
out drive to put color tv across, a 
top RCA executive has predicted 
“no foreseeable limit” to the sales 
potential of the television industry 
—as long as color is a part of it. 

Speaking at the Sales Executives 
Club here yesterday, Robert A. 
Seidel, exec. v.p. of consumer prod- 
ucts, RCA, noted that “television 
is already a billion dollar industry. 

“With the surge of color, it will 
top two billion, three billion or 
five billion annually... .” 

Color tv set prices are not an 
obstacle, Mr. Seidel contended. At 
$795 and $895 per set, “hundreds 
of thousands of people can afford 
sets now .. . and countless hun- 
dreds of thousands of others soon 
will be able to buy color sets with- 
in the coming year, as production 
increases and prices are adjusted 
downward.” 
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Pepsi-Cola Hits the 
Spot: Will D'Arcy 
Get What Biow’s Got? 


New York, Nov. 22—The moral 
of this story is: On Madison Ave. 
you swat a rumor at your own 
peril. 

It all started prosaically enough. 
A phone call from Biow-Beirn- 
Toigo, with an invitation to listen 
to a statement by John Toigo, 
exec. v.p. and creative head of the 
agency that handles the $7,000,000 
Pepsi-Cola account. 

Mr. Toigo allowed as how he 
wanted to kill a rumor in a news- 
letter to the effect that (1) Pepsi 
might move from Biow to D’Arcy, 
which recently lost Coca-Cola, and 
that (2) he (Mr. Toigo) might go 
along with the account to D’Arcy. 


= “I’m determined one way or 
another to put a stop to such 
rumors,” said Mr. Toigo. “I’m hap- 
py at Biow-Beirn-Toigo; my desti- 
ny is here. This is the truth and 
I'll stick by it.” Then he read the 
following: 

“TI know nothing about the Pepsi- 
Cola account going to D’Arcy. I 
have not talked to anyone at Pep- 
si-Cola or D’Arcy about it. Such a 
conversation would be highly im- 
proper on both sides. 

“It is of course always possible 
that Pepsi-Cola might leave Biow- 
Beirn-Toigo. I would be surprised 
and even shocked if it did. But 
change is always a client’s privi- 
lege. 


= “I have never in my life fol- 
lowed an account from one agency 
to another. I do not intend to do so 
now. If the Pepsi-Cola account 
leaves here and goes elsewhere I 
will not follow it. 

“IT do not believe Pepsi-Cola is 
leaving us, but any further com- 
ment must come from Mr. Steele 
or Mr. Barnet of Pepsi-Cola Co.” 

A telephone conversation with 
Alfred N. Steele, head of Pepsi, 
went like this: 

“The whole thing is news to me, 
pal. If people get nervous, I can’t 
help it. I was once a partner at 
D’Arcy, one of the greatest organ- 
izations in the country. I’ve got no 
statement to make.” 

Q. “Then Pepsi isn’t moving out 
of Biow-Beirn-Toigo?” 

A. “That I didn’t say, pal. I can’t 
help people’s nervousness. What it 
boils down to, pal, is I’ve got no 
statement to make.” 

(But a few weeks ago Pepsi- 
Cola had a big showing here— 
brought in everybody in the or- 
ganization, bottlers, etc., to show 
off the ’56 campaign. It was all ap- 
proved through 1956, and through 
Biow-Beirn-Toigo. ) 
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FIRST OF A SERIES—L. Relsky & Cie, 


Cockeysville, Md., will use ads like | 


this in Baltimore and Washington 
newspapers, starting Nov. 29, to 
promote its Relska vodka. Scheid- 
eler, Beck & Werner is the agency. 


Some Shows Are 
Better Live, Says 
Teleradio s Martin 


New York, Nov. 23—Oversup- 
ply of films, misuse of ratings and 
price cutting were among the prob- 
lems aired at a one-day forum 
of the National Television Film 
Council here. 

Pointing out that the supply of 
tv films has “far outstripped” de- 
mand, Dwight Martin, v.p. in 
charge of General Teleradio’s film 
division, recommended that only 
shows which are better filmed 
than live be put on film. 

“There are a great many pro- 
grams which are better when pre- 
sented live, or which at best are 
not improved by filming,” he said. 
“In these instances I see no eco- 
nomic justification for filming, 
since the end result is merely to 
afford the film distributor another 
program to put in the saddlebags 
of its salesmen.” 

Mr. Martin said there is no ex- 
cess of quality films. The demand 
for the syndicators’ product can 
be increased, he suggested, by 
turning out shows that are suited 
to filming and produced on a level 
with the best that tv offers. 


® David Savage, assistant to the 
president of Guild Films Co., de- 
plored the use of ratings as the 
principal guide in buying films. 
Many factors other than the pro- 
gram per se influence the ratings 


(Continued on Page 24) 


SELLING PEACE—Record messages stressing the theme of world peace 

are distributed in India and Africa by the U.S. Information Agency 

on these low-cost printed paper-based vinyl records, being exam- 

ined by DeWitt C. Mower (left), president of Great Northern Rec- 

ord Mfg. Co., Minneapolis, and Dr. Stanley Ghosh, chief of the Voice 
of America Indian Service. 


U.S. Uses Records 
to Combat ‘Jamming’ 
of ‘Voice of America’ 


WaAsHINGTON, Nov. 23—New low- 
cost, paper-based vinyl recordings 
are being distributed in substan- 
tial quantities to get the U. S. In- 
formation Agency’s message into 
parts of India and Africa where 
the Voice of America is hampered 
by “jamming.” 

By overprinting the records with 
four-color art work using pictures 
of U. S. and other free world lead- 
ers and with appropriate quota- 
tions, the discs are made to do a 
double job. 

The records are 78 r.p.m. and 
are of broadcast quality. They are 
made by Great Northern Record 
Mfg. Co., Minneapolis, whose pres- 
ident, DeWitt C. Mower, formerly 
was with Mutual Broadcasting 
System. 

Under the pilot contracts now 
under way, 10,000 records will be 
distributed in India, and 15,000 in 
Africa. The records contain mes- 
sages by President Eisenhower, 
Nehru, Gandhi and others. 

USIA also is considering pro- 
posals for low-cost hand-powered 
phonographs which can be dis- 
tributed with the records. 


Osgood to Theater Network 


Stanton M. Osgood, formerly 
manager of tv film production of 
National Broadcasting Co., has 
been named director of production 
for Theater Network Television, 
New York. He was in charge of 
large screen closed circuit tv for 
NBC from 1950 to 1954. 


Loose Credit, Markup 
Ills Peril Market: Lebow 


WELLESLEY HILLs, Mass., Nov. 22) 
—The retailers are the bottleneck; 
their traditional markup structures | 
are probably the single largest im-| 
pediment to the expansion of con-| 
sumption. 

That’s what Victor Lebow, pres- 
ident of the New York market 
consulting company bearing his. 
name, told the Babson Institute to- 
day. 

Mr. Lebow envisages distribu- 
tion caught in a bear hug between 
the mortgaging of future consum- 


New Audit Form May 
Reveal Publishers’ 
Market Penetration 


New York, Nov. 22—Buyers of 
business paper space are expecting 
to learn, early in 1956 for the first 
time, how well the magazines in 
which they place advertising pen- 
etrate their respective markets. 

With the appearance of year-end 
ABC and BPA audits, due some 60 
days after the close of the current 
year, publishers will have an op- 
portunity to disclose not only their 
paid and non-paid circulation 
breakdowns, but to reveal a state- 
by-state count of the total number 
of plants in which their publica- 
tions are distributed. 

This information is requested, 
for what is believed to be the first 
time in the history of business pa- 
per publishing, by the National 
Industrial Advertisers Assn. in its 
recently revised publisher’s sales 
presentation form. The new outline 
already has been distributed to 
publishers and will shortly be sent 
to space buyers as well. 

According to Harold A. Wilt, 
chairman of the NIAA media prac- 
tices committee and director of the 
trade and technical media division, 
J. Walter Thompson Co., the new 
question has been included in re- 
sponse to interest in this facet of 


(Continued on Page 72) 


er income and the erosion of retail 
profits. He thinks the rapid rise 
of the discount house is a symptom 
of this kind of pressure. But he 
believes that “given imaginative 


‘banking and ingenious supermar- 


ket merchandising,” food stores 
might swallow the discount busi- 
ness in a couple of years. 

And he sees on the horizon a 
new kind of direct-to-consumer 
selling—stores operated by whole- 
salers, not too unlike the catalog 
stores operated by the mail order 
giants. These can work on lower 
markups than discount houses if 
they carry no inventory, make no 
deliveries, take no responsibility 
for servicing. But their traffic and 
display space attracts orders. 

These retailers, when they come, 
will involve the heavily advertised 
products, he believes. 


= Mr. Lebow reminded the group 
that U.S. marketing has brought 
the process of manufacturing new 
wants to a high state of efficiency. 
He remarked, however, that get- 
ting people to want a product and 
getting them to pay for it are two 
different things. 

He warned of a huge private 
debt (consumer debt is up nearly 
60% since 1950). He pointed to the 
fact that in 1954, 70% of new car 
buyers who earned less than $5,- 
000 a year bought on credit, while 
54% of new car owners with in- 
comes of more than $5,000 used the 
instalment plan. 

They used credit, Mr. Lebow 
said, because they lacked liquid 
assets. He added that a prelimi- 
nary Federal Reserve study for 
55 shows that almost 70% of the 
spending units of the country have 
liquid assets of less than $1,000 and 
only 10% have more than $5,000. 

He thinks that in 1956 the con- 
sumer is going to have to go into 
debt, buy on credit and pay off in 
instalments at an even higher rate 
than he does today. 


(Continued on Page 28) 


Business Must Expand 10% in ‘56 to 
Pace Production, Spending: Johnson 


New York, Nov. 22—“Business 
has been good in 1955. But it must| 
expand by another 10% in ’56-' 
57 if we are to keep up with our 
growing productivity and the 
changing standard of living of the| 
American population. 

“Actually, we should have, now, 
a level of business 5% higher than 
the present 1955 peak just to keep 
in line with the growth in con- 
sumer purchases that will be nec- 
essary to (1) use our productive 
capacity, (2) avoid serious unem- 


Loft’s candies get testimo- 
nial treatment in newspaper 
ads 

Good banking needs more than 
money: It needs good p.r., bank- 
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Voice of the Advertiser 


ployment and (3) to reach the 
minimum goal of living up to a 
$500 billion level of production by 
1965, as envisioned by the Presi- 
dent in his economic report to 
Congress in January, 1955. 

“We must sell $26 billion or 10% 
more to consumers in ’56 than in 
55 to keep our economy strong 
and advancing.” 

These statements were made to- 
day by Arno H. Johnson, v.p. and 
director of research, J. Walter 
Thompson Co., before the Sales 
Executives Club of New York. 


= “Just to equal, in ’56, the per 
capita production we had in the 
third quarter of ’55,” Mr. John- 
son said, “would require selling 
$14 billion more to consumers in 
56 than in ’55. This,” he declared, 
“should be a minimum goal. 

“Our national productivity in 
the third quarter of 55 was ap- 
proximately $2,370 per capita. A 
similar per capita productivity by 
the third quarter of 56 would mean 
a production level of $400 billion. 
After anticipated needs for de- 
fense, other government purchases 


'and private investment,” he said, 


“this would point to the need of 
expanding consumer sales by $14 
billion over the ’55 average of $251 
billion to $265 billion as a mini- 
mum for ’56. But this,” he pointed 
out, “would allow for no growth 


(Continued on Page 68) 


, ar ois VA Ee wee Se oe ee : c . J : 
Be CAC alia aia eA Ls oo BT Ne HPL Seo Ae : ; se ; ‘ 4 ; 5 : ie 
Coie Bm teas | - Ps : ; ; a sate 
7 } - Spa 7 : ‘ : 7 ~f pak . P spa ot wee sg oe Aa a 4 ita : ek eT . aed 
TP : | | SA ee ae 
tig - 
S ee 3 
. ia re 
te 
aoe h 
a | Ree pee ae Oka ed — # OE i eg 
“Ss Pr . : > ¥ 
yy “ Urata. F ; e 5 x 
7 Wa ee ‘ ot are” | 
[Xe ae Pee se 
ee te Lary : . 
‘. aa sis 4 ce De 
‘ re : . ‘ BAe per es | 
3 ‘ a 7 ee! Lg, a ee eS xD 2 
a 4 ‘ * oa aa a = 
B iv » ie a 
% | a i ? - es be a : 
; 4 ~Ywa ee > ae ; 
a A —_— 
aa 4 “ 
y aaa % a 
5) gage ee, a ee i ; \ 
“ wie ge > 3 
j - : : | : 
4 ae = oe ee. 
_ a = ois . ee 
| : - ee i <a ‘ € 
gen sce 
ret * : 
a : a f ‘ EE, es 7 s mee. 
: ra as “ an. * Y a er - f 4 . ae 
’ Pree, ** oe me f eo 
én | m oo . ow 2m oie teu a ites” ee og 
re | : Lace ene a2 cw eae 2 ie @ Site — nee @ 
—! «7 ‘ ‘Caos es a mos 
: ies : > oe : mos ay 
fe a > ot ae 
i a a, : 
s Sees ae der ob SS Se | 
" Wo sey . yeaa poe ets 
=e » 4 # ac ae a, ee ~~ 3 | 
en | er ii i i, 4 ., | ee ES i | 
i Sills os ve coe ma = 
2 | Pig 
7 | 
M 
” 
| ee | 
: 
. j 
i ee ee Faroe Sa, a 
( 
rr ’ 
i \ 
£ 
\ge 
is 
n 
Pe ee 
| a 
' 
; 4 
.t " 
; j 
| 
| | 
| | 
ao ae. oe ee | 
. i : ¥ 
ea ~~ =6 
ee = m 
: = . Se 
< a. es, 
Liplomatiche. * a 
E rank” * a 
% so) : 
“ Se aa eed eect ad 
= > - a ee i ae 
* : ow oF 4 Sia 
- = aes ase 1 
4 ¥ 4 » aes” Bs ¢ ane ~ Sees c : 
> aa ers a von 
tities ahd” ee a a 
> ee ae a aaa 
fice Why v a, 3 = 7 re, ; 
. tk eos tae 
= Resiiitins, ais 7 
4 - Se, ; 
Ricahtie<tatins. Cath en theenadle 
lial ae ata, Gus “ | 2Oz . 
eames : 
Seen ee 
% ~ 7 
. ; 60 oA _ 4 
a | el es 
a a eek . : l : , rs - . > 
eS OC Ep gta? Seen ct mere 2 arte Bee Sa ae sb Ge eee ey wae ap a gd ae re ee ; | “¢ ; ' a / i. NG re 
ee eae RP Oe re Tee en ahr a tte RM Pele a eg ON ST) ees oe SS re eg eae, Oe LA ca at eh MR A nt ty ol ae aes pe ha ei TN Ne oe RR Ng a Lash oh Mate IR a SS AS AA tay SN I at Poca Bet cary ee See ae eae 8 bree eae Aas 3 Ae ya 
me ee ae at Peas et alee, tar oe ce oe W ers 7 ey ringer . its Se et yk a he Pe eas Re oat nD ee ee eS ag ta A. AEC Se Rs — RB 0’ nde ee. ere a 43" Bate re Ra eon ue te gt PE ek eet ae a ge FSS Pe tae Se ae ee sw 
Dy eG ie he or om ag ae ee ay pe 2 rh 2. eee ewe eh Ok At ie BE Sy alate ar eae Se aC aon Arlt Pee, ET Ce I i Poa te a, SS dee 95 Fae ot = , ey eee ae Fi polit Ot atc a8 es : va a, Mee BLS SS ae a PT hy en dey 
Th thee a. Ry oe ie, Be eens pik Bae Se cen RF aes Be eed Bt err es Ae 2 Sa a, aa ne Sl Laer OF tot Bid Mb heh oF 3 ea Se ieee Si AF es BS LAPSE TRS he A> I toe ar Se a a a tm Oran ARERR SET OR me ERM SOW I RINE Teeter ST, AOS AUS EO eal Le Fe Paes ee a ee 
some Bie igor gape aie? Se winches ee or ne ae ge %¢ p See, Ae ie ph = Ss et es oe eis os ares. Wee eae SE Soha Orage Th ek SEOs ie Se eS Oa ae ale PAPA EI Oe AL. GEE, See ae Do Ca eG Beate 
CA PN Te en iat ce oP mt ae RE ieee cs mn ae rae SS em Piet td Sade eg Cow ay aE Lc gh Pal od he j ode . . , Se ree el Cig ee Cee eT ee ek 8s He ne ee ee ee nn cae 2 ee a we aed tt aE og Loin OP ee Me 
Beanery ei Vee Ia CT es eee LO a ca aa Mitta RN ARM ata, SNE Oa MR te OS NEN SLOT ah BN Ae le a, vgn ct a site I PR |e RE fae AL a BN SR Cairo 2 etre Os ia S Me SEE ey ae Pe ee rete 


The NEWS of the ROCKIES 


National ranking in retail linage of daily 
morning newspapers: 
ROCKY MOUNTAIN NEWS 
Portland Oregonian 
Indianapolis Star 
Cincinnati Enquirer 
New York Times 
(Media Records) 


17th 
24th 
32nd 
40th 


F Mountain | News: 
A deupus Howard Hews) “na 


‘Lucy’ Could Sell 
One Brand, But Not 
Three: Philip Morris 


(Continued from Page 1) 
boros compete with Philip Morris 
as much as they do with Viceroys 
and Winstons.” 


= Hence the decision to drop the 
network shows and switch to spot 
tv. An added consideration was 
the fact that the new Marlboros 
had special needs on a market-to- 
market basis. With distribution 
gradually increasing, a _ flexible 
advertising campaign was called 
for. Philip Morris also chose spot 
as a means of making its tv dol- 
lars go farther and concentrating, 
as Mr. Christensen put it, on the 
markets that are “important to 
us.” 

This is not to say that Philip 
Morris has “soured” on network 
tv, he said. Asked how he ex- 
plained the fact that PM’s sales 
were lagging at a time when it 


works with 


The Omaha World-Herald 
103 PLAN 


you and for you in 


selling the big 
Nebraska and Western Iowa market 


SOUTH DAKOTA 


WYOMING NEBRASKA 
COLORADO 
KANSAS 
| 
ee 


MISSOURI 


The Omaha World-Herald 103 Plan helps you get the active merchandis- 
ing aid of key retailers all over Nebraska and Western lowa. 


In Omaha, World-Herald representatives personally contact advertising 
retailers in your distribution classification. Each retailer is informed of 
your schedule, sold on the dollars and cents benefits of your campaign, and 


urged to run tie-in material in his own advertising. 


A personalized mailing piece, pointing out the impact of your program 
in each local area, is sent to key outlets in both Omaha and outstate. 


Throughout the two-state area, The World-Herald 103 Plan delivers an 
extra push for your product. It helps get active sales support and feature 


displays. 


The World-Herald 103 Plan helps you squeeze every nickel’s worth of 
* sales effort and impact out of your advertising dollar. Contact O’Mara & 
Ormsbee or write the National Advertising Department of The Omaha 


World-Herald for further details. 


251,549 Daily 


Omaha 
World-Herald 


262,462 Sunday 


Publisher's Statement for September 30, 1955 
O'Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * Los Angeles * San Francisco 


Advertising Age, November 28, 1955 


| was sponsoring the country’s most | 


popular tv show, Mr. Christensen 
said: 

“I don’t believe the show ers, 
sell. Nobody knows where we 
would have been if we hadn’t had 
‘I Love Lucy.’ And if we had 
changed our copy story, we might 
have done better.” 

He emphasized that two other 
important factors should not be 
overlooked: (1) Competing brands 
such as Camel, which was reach- 
ing more people a week with its 
five-times-a-week NBC news than 
Philip Morris reached _ with 
“Lucy,” were also selling hard on 
tv and (2) the king-sizes and 
filters were beginning to cut in 
on the regular brands. 


® Mr. Christensen predicted that 
Philip Morris will return to net- 


pany’s three major brands will be 
able to support its own show. 
On the question of spot vs. net- 


lard, media buyer at Young & 
Rubicam, told the group that spot 
generally gives an advertiser bet- 
ter merchandising support. This is 
particularly true in the case of 
local personality shows. 

He pointed out that women 
commentators such as those used 
in the spot radio lineup bought by 
the Drackett Co. are very active in 
the community and frequently are 
able to get their advertisers extra 
support from local merchants. 
These radio “girls” have an in- 
tense sense of loyalty to their ad- 
vertisers, he said. 

Mr. Dollard said, however, the | 
decision on whether to use spot or | 
network depends on the product, 
its distribution, the advertiser’s| 
budget and his particular prob- 
lems. 


F&SE&R Has Kenwood Blankets 


Fuller & Smith & Ross, New 
York, will handle advertising for 
Kenwood Mills’ blankets as the 
result of its appointment by F. C. 
Huyck & Sons, Renssalaer, N. Y., 
Kenwood’s parent company (AA, 
Nov. 21). Advertising for the line 
of papermakers’ felt and indus- 
trial fabrics manufactured by the 
parent company will continue to 
'be handled by G. B. Woodin Co., 
|New York, the Huyck agency of 
record, not F&S&R, as AA stated. 


work tv, and he looked forward to | 
the day when each of the com-| 


work broadcasting, William Dol-|@ 


Zitz and Others 
Take Over Reins 
at Henri, Hurst 


(Continued from Page 1) 
Arnold and Thomas Chadwick, 
v.p.s and senior partners; Charles 
Pumpian, v.p.; and Arthur Boyd, 
secretary-treasurer. The first three 
and Mr. Zitz will serve as the 
agency’s board of directors. 


® The new management group is 
a blend of older and newer mem- 
bers of the agency staff. Mr. Zitz 


Jack Arnold Thomas Chadwick 


joined the agency six years ago, 
after both manufacturing and re- 
tail experience. Mr. Arnold is a 
veteran of more than ten years 
with the agency, principally in 
account supervision, while Mr. 
Chadwick, who is marketing di- 
rector, joined the agency recently 
after serving as general sales man- 
ager of Thor Corp. Mr. Pumpian, 


| 


| 


Charles Pumpian 


Arthur Boyd 


media director, is the oldest of the 
group in point of service. Mr. 
Boyd came over from Marshall 
Field & Co. less than a year ago. 

Henri, Hurst & McDonald was 
estimated by ADVERTISING AGE to 
have billed about $9,000,000 in 
1954. 1955 billings are expected to 
be at about the same level. 


Cut Costs -Turn 


MEYERCORD Decals 


Your Trucks Into 


MOVING BILLBOARDS 


If you operate 15 or more trucks in 
your fleet you'll gain important savings 
with Meyercord Decals. The cost can 
be just a fraction of hand painting; 
lay up time is cut to a matter of a few 
hours. We will create and produce 
your truck decals in any design, in 
any size, in any 
combination of 
colors ... to iden- 
tify and advertise 
your business on 
the most effective 
medium available 


to you: your own 
trucks! 


LET US GIVE YOU THE FACTS... 


There’s no obligation on your part to learn the 
complete facts about Meyercord Truck Decals. 
Just drop us a note on your company letter- 
head for your FREE copy of Meyercord’s “Ads 
on Wheels” booklet. 


DEPT. K-533 
5323 W. LAKE ST. 
CHICAGO 44, ILL. 
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MANAGEMENT MEN 


ARE ACTIVE MEMBERS 


OF THE BUILDING TEAM 


“Of course building is a team operation! There is no 
other way. Nobody could live long enough to acquire 
all the knowledge necessary to build and maintain the 
kind of buildings we need today. So, whenever a new 
project comes up, I go looking for the fellows who really 
know their fields: specialist engineers, interior design- 
ers, architects, contractors and subcontractors. I want 
them on my team. 


“And, as members of the building team — sometimes 
back-stopping, but more usually actively participating 
—is top management. Our management is really active. 
Although I hate to admit it, management people are 
always proving themselves to be better engineers than 
we are. For instance, our new air-conditioning system 
in the Waldorf was strictly a management idea. The 
technical members of our team made it work, but man- 
agement thought of it. 


“Management is getting into detailed building problems 
more and more these days. I’ve an idea FORUM has a lot 
to do with it. In many ways FORUM is a remarkable 
magazine. Whoever reads it, whatever he has to do with 
building, he gets the feeling it is a magazine especially 
for him. As far as I’m concerned, ForuUM is the only 
building magazine that covers design, equipment and 
maintenance matters of interest to hotel people.” 


THOMAS J. BARRETT 
Building Superintendent 
The Waldorf-Astoria 
New York City 
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Astoria, is a mechanical engineer. He is responsible for the Waldorf's 
nillion dollar annual maintenance and new construction program. 
| addition, he isa member of the Se eee kei chain's building 
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maa! 1000 in f 


One subdivision = 1000 new 
homes to be constructed in 


ever-growing Limaland. 

Another project plans for 

over 200 homes . . . in Lima, Ohio 
A Metropolitan Area 


In everyway and direction Limaland is growing and pro- 
gressing. 


THE LIMA NEWS 


ae BULUS EYE PAPER OF THE BUCKEYE STATE 
® 


Represented nationally by Story Brooks & Finley Inc. 


Outdoor Industry 
Marks 50 Years 


of Safety Effort 


(Continued from Page 2) 
ation with the Advertising Council 
and the National Safety Council. 

In addition, this year marks 50 
years of traffic safety advertising 
in the outdoor field. According to 
records of the Outdoor Advertising 
Assn. of America, individual poster 
companies have been doing traffic 
safety advertising since 1906. 


ws In 1916 an outdoor poster used 
by the Long Island Railroad, di- 
rected against “drivers of fast cars 
bitten by speed madness,” was de- 
scribed by The New York Times 
as “so realistic that if you turn 
your eyes away for a moment you 
look back expecting to see the 


i 


4 SHOPPING HE WILL Go! 


Most lowa farmers do a great deal of shopping ror the items they buy— 
machinery, feed, etc. They want the best buy for the money and try to 
eliminate as much guesswork as possible. Iowa farmers and their fami- 
lies shop every week through the ads appearing in the Spokesman... 
regular display ads and the exchange ads appearing on each of the 100 
county pages. IT’S THE IOWA FARMER’S GREATEST MARKET 
PLACE! Examine closely all Iowa farm paper media and you will include 


the Spokesman in your Iowa schedules for 1956. 


. Uniform border-to-border coverage. No weak spots. 


i 2. Covers 150,000 top-notch lowa farm families. 
' 3. Better frequency—52 issues a year. 


4. Ideal for testing—12 separate weekly editions. 


5. Made to order for dealer identification by editions. 


6. Tailored for companies with limited lowa distribution. 


Advertising lineage so far this year is running about 30% ahead of 1954 
.. another indication that the Spokesman is gaining further acceptance 
among advertisers looking for IOWA’S BEST FARM PAPER BUY! We 
would like to send more details and a copy of our latest readership study. 


“RM Borrav SPOKESMAN 


“IOWA'S ONCE-A-WEEK EVERY WEEK FARM PAPER” 
GRUNDY CENTER, IOWA- 


SL tet RAN ga RN oe aeons J 


Advertising Age, November 28, 1955 


shattered remnants of what was 
once a fast touring car thrown to 
one side by the heavy train.” 


This poster was one of many| 


advertiser-sponsored traffic safety 
displays which have been seen on 
the highways since, urging, cajol- 
ing and attempting to frighten the 
growing motor population into 
safer driving habits. 

In 1945 traffic safety advertis- 
ing became a coordinated associa- 
tion-sponsored activity in the out- 
door advertising field. In the 
ten-year span during which rec- 
ords have been kept, 107,000 traffic 
safety posters have been used. 
OAAA estimates that these posters 
represent a contribution by its 
members of approximately $3,- 
000,000. 

In recent years the association 
has expanded its traffic safety pro- 
gram to keep pace with the accel- 
erated growth in motor vehicle 
registrations and passenger mile- 
age. 


w Fifty years ago there were 108,- 
100 motor vehicles on the road. 
Today there are 60,000,000. Today 
traffic safety advertising by the 
outdoor medium is a 12-month 
program. 

Since 1952, in cooperation with 
the Advertising Council and the 
National Safety Council, the out- 
door association has been putting 
special emphasis on its “Operation 
Impact” program during Decem- 
ber, January and February, the 
peak accident months. 

Another campaign is the three- 
year-old “Slow Down and Live” 
program, which runs from Me- 
morial Day to Labor Day. It has 
the endorsement of 48 state gov- 
ernors and is conducted by the 
National Conference of State Safe- 
ty Coordinators. 

In 1954, association members 
displayed the largest total of out- 
door displays in the history of 
traffic safety activity: 15,145 post- 
ers with an estimated space value 
of nearly $500,000. 

Because this year marks the 50th 
anniversary of outdoor traffic 
safety advertising, the outdoor ad- 
vertising association is working to 
put an extra push behind its cur- 
rent “Operation Impact.” 


Philip Swain Retires from 
McGraw-Hill to Be Consultant 
Philip W. Swain, chief editor of 
Power, a McGraw-Hill publica- 
tion, for 20 years 
and now consult- 


ing editor, will 
retire from the 
company Jan. 1 


to devote his time 
to consultation as 
an independent 
industrial con- 
sultant in techni- 
cal writing and 
speaking. He will 
serve each client 
in a_ series of 
workshop sessions and private 
conferences showing engineers how 
to translate technical jargon into 
plain English. 

Mr. Swain recently was ap- 
pointed lecturer for 1956 of the 


Philip W. Swain 


American Society of Mechanical | 


Engineers. 


ROBERT K. BYARS has joined Mac- 
Farland, Aveyard & Co., Chicago, 
as a v.p. and account executive. 


Mr. Byars formerly was with 

D’Arcy Advertising Co. as an ac- 

count executive and coordinator of 

creative activity on the Standard 
Oil (Indiana) account. 


‘BH&G’ Idea Home 
Spurs $500,000 in 
Ads in 100 Cities 


Des Mornes, Nov. 22—Builders 
in 100 cities in 35 states and Can- 
ada spent some $500,000 and used 
more than 300 pages of newspaper 
advertising this year to promote 
the Better Homes & Gardens Idea 
Home for 1955. 

The promotion was the most 
successful held so far, BH&G re- 
ports; the magazine began the Idea 
Home promotion three years ago. 

The home itself was featured 
editorially in the September issue 
of BH&G. Some 5,500,000 people 
visited the homes, built in the 
various cities by local builders. 

Typical of the promotions were 
those held in Sioux Falls, S.D., and 
in Omaha. 

In Sioux Falls, Loonan Lumber 
Co. ran 113 spot radio announce- 
ments and 15 spots on tv. Two tv 
programs, one 30 minutes long and 
another 45 minutes long, were 
filmed at the home itself. An eight- 
page newspaper section ran in the 
Sioux Falls Argus-Leader an- 
nouncing the opening and about 
2,000 pieces of direct mail were 
sent out. The opening ceremony 
drew 6,251 people. 


® In the Omaha area a saturation 
co-op tv and radio drive was put 
on by the builder, a local power 
company and suppliers. Radio Sta- 
tion WOW ran 166 spots in three 
days. Three 20-minute sponsored 
broadcasts originated from the 
home on opening day. The Omaha 
Public Power District devoted all 
of its tv advertising to the Idea 
Home for a period of 16 days. 

BH&G provided such promotion- 
al aids as newspaper mats, photo- 
graphs, suggested ad layouts, pub- 
licity and news releases, miniature 
BH&G covers, statement stuffers, 
tags, name badges, radio record- 
ings and tv scripts. 

Stores furnishing the homes 
were supplied with suggested color 


‘schemes, furniture-arrangement 
charts and in-store promotion 
| material. 
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It’s Selective! The American led all major family 


magazines in regularly scheduling ‘‘Do It Yourself” articles. Today, 
the 10,000,000 readers of The American are doing it, themselves! 
The American Magazine has been deliberately written to attract a 
young, successful family group of readers. Over the years, 


readers have been conditioned to believe in The American Magazine. 
This belief makes The American different from all other magazines. 
The American moves people to seek—to inquire—to buy. If you 
want this select, responsive group of readers—rather than glancers 
these —then place your advertising in The American Magazine. 


se 


= The American Magazine ... It moves goods because it moves people! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, N. Y. 19, N. Y. Publishers of The American Magazine, Collier's and Woman's Home Companion 
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Advertising Age, November 28, 1955 


Wallach Deplores ‘Weakening Ethics’ 


46 Joshua Plaques 
Awarded for Top 


Matchbook Drives 


New York, Nov. 25—Some 300,- 
000 companies place advertising 
on 12.5 billion matchbooks yearly, 
and nine out of ten of these 
matchbooks are distributed free, 
“thanks to the advertising.” 

C. James Proud, assistant to the 
president, Advertising Federation 
of America, made these observa- 
tions today in the course of a 
luncheon talk at the New York 
Adclub to some of the winners in 
the annual matchbook industry 
awards competition. 

While Russia now boasts of its 
first matchbook factory, capable 
of supplying one matchbook year- 
ly for every second Russian, “ad- 
vertising has made possible a free 
distribution of 143 matchbooks a 
year to every adult,” Mr. Proud 
continued. 

“The average American adult 
uses 143 matchbooks a year, and 
the chances are three in eight that 
he can tell you without looking 
what message is on the match- 
book in his pocket at the moment.” 

One of the 15 judges in this 
year’s competition, Mr. Proud pre- 
sented “Joshua” plaques to sev- 
eral of the 46 companies in as 
many industries which won the 
awards, named for Joshua Pusey, 
who patented the book match in 
1892. 

Winners in the communications 
fields are The New York Times, 
McCall’s magazine and the Jeffer- 
son Standard Broadcasting Co. 


® Among the winners in other 
industry classifications are the 
Allis-Chalmers Mfg. Co.; Brown- 
Forman Distillers Corp.; Chevrolet 
Motor Division; Cities Service Co.; 
Coca-Cola Co.; General Electric 
Co., color tv division; Industrial 
Rayons Corp.; National Sugar Re- 
fining Co.; Pan-American World 
Airways, Latin-American divi- 
sion; Prudential Life Insurance 
Co.; Shell Chemical Corp.; South- 
ern Bell Telephone Co.; and the 
U. S. Lines. 

More than 5,000 entries were 
judged by a panel of 15 leaders in 
the advertising field. In previous 
years, the three top matchbooks 
were selected, but the practice 
was abandoned this year because 
“it’s too hard to judge apples 
against pears against oranges.” 


Pritchard, Daniels Moves 
Pritchard, Daniels & Dreher, 
suburban Philadelphia agency, has 
moved to larger quarters at 23 
Rittenhouse Pl., Ardmore, Pa. 


The big news 
in the 

low price field 
big new — 
Studebaker 


B&B Revives ‘Craft’ 
Motif in Ist Drive 
for Studebaker 


SoutH Benp, Inp., Nov. 22— 
Studebaker-Packard Corp. today 
trotted out the Benton & Bowles- 
produced ad strategy that is sup- 
posed to regain for Studebaker 
division a respectable share of the 
automobile market. 

“Not the most cars but the Best 
Cars” is the new advertising credo 
of the division whose parent com- 
pany reported yesterday that its 
operations during the first nine 
months of this year resulted in a 
a net loss of $29,000,000 on sales of 
$360,600,000. 

Theme of the new ads, the first 
produced by Benton & Bowles since 
it relieved Roche, Williams & 
Cleary, is “Craftmanship with a 
Flair.” Studebaker apparently is 
going to ride hard on this “hand- 
made” pitch. 


® Previously, the Studebaker- 
Packard logo at the bottom of ads 
was followed with the words, “One 
of the four major full-line pro- 
ducers of cars and trucks.” This 
has now been changed to, “Where 
pride of workmanship still comes 
first.” 

There are other new features in 
Studebaker copy. The company got 
along stodgily before without any 
name for its automatic transmis- 
sion. It was simply called Stude- 
baker’s automatic transmission. 
Obviously, this will not do any- 
more. Studebaker now has “Flight- 
omatic, the smoother, faster-start- 
ing automatic drive.” 

The Studebaker line has also 
been reduced—from 24 to 16 dif- 
ferent models and following Chev- 


rolet’s Corvette and Ford’s Thun- 


Atkinson 
Whiting 


Sauriol 


Hammond 


Cranston 
Conway 


PANELISTS AT MONTREAL—This first Montreal Audit Bureau of Circula- 
tions conference featured a question and answer session on ABC 


operation. Panelists were A. E. 


Whiting, Montreal Herald; C. G. 


Hammond, v.p., and R. Conway, media manager, Cockfield-Brown; 

T. Atkinson, Du Pont Co. of Canada; Charles Sauriol, Poirier, Bes- 

sette & Co.; L. H. Meyer, Le Bulletin des Agriculteurs, and W. H. 
Cranston, Midland Weekly Press. 


is the 


SPACE GALORE—This spread represents only a third of the six-page 

color ad which Studebaker-Packard Corp. is running in four na- 

tional magazines this week to announce its drastically redesigned 
56 Studebaker line. Benton & Bowles is the agency. 


derbird, Studebaker is bringing 
out its own sports car—the Hawk. 
There will be four different Hawk 
models and they will be in dealer 
showrooms before the end of the 
year. They will be priced around 
$3,500. 


® There was also a change-of-pace 
in the six-page color ads which 
Studebaker ran this week in Col- 
lier’s, Life, Look and The Saturday 
Evening Post. No photographs were 
used. Instead, Benton & Bowles 
featured drawings of the new cars 
to give a “personality” interpreta- 
tion. 

In addition to the magazine copy, 
the announcement schedule in- 
cluded radio and television spots 
throughout the country and big 
dealer-listing newspaper ads in 75 
markets. 

Four-color bleed spreads are 
scheduled for January issues of 
Collier’s, Life, Look and The Post. 
The radio-tvy spot drive will be 
continued through the end of the 
year to back up national coverage 
over Studebaker-Packard’s “TV 
Reader’s Digest” on ABC. 


STUDEBAKER AGREES: 
LOEWY’S STILL THERE 

New York, Nov. 25—Studebak- 
er-Packard Corp., introducing its 
new Studebakers this week, col- 
lided headlong with designer Ray- 
mond Loewy. 

It was Mr. Loewy who styled 
the low-slung Studebaker that is 
being scrapped this year in favor 
of more conventional models. In 
announcing the new cars, Stude- 
baker let it be known that Mr. 
Loewy is no longer with the com- 
pany. 

The designer, head of Raymond 
Loewy Associates, reared up. In a 
letter to the press, he maintained 
that he is still “under contract but 
not active.” 


a Furthermore, Mr. Loewy con- 
tends that he is responsible for the 
design of the new Studebaker 
Hawks, the sports line being in- 
troduced today. The Hawks re- 
semble Studebaker’s old low- 
slung Speedster, but have many 
new features. 

Confronted with Mr. Loewy’s 
protestations, Studebaker-Packard 
now admits that the designer is 
still with the company—but “on a 
restricted basis.” Mr. Loewy has 
worked for Studebaker for many 
years. He designed the prewar 
Studebaker Champion, as well as 
the postwar cars. 


WLW Spot Plan 
Puts Ceiling on 
Radio Cost Per M 


CINCINNATI, Nov. 23—The much- 
discussed idea of a guaranteed cir- 
culation for radio advertising has 
found a habitation and a name in 
the Certified Audience Plan now 
being offered by WLW. 

CAP, as it’s called, is not the ul- 
timate in guaranteed circulation 


schemes in that sponsors’ payments 


in Business Publication Space Sales 


(Continued from Page 1) 
speech that ad salesmen from 
about 25% of the business publica- 
tions that deal with his company 
use the editorial space approach 
in their effort to obtain paid ad 
commitments. Most of these sales- 
men are from the larger publica- 
tions, and the number of salesmen 
using these tactics is increasing 
yearly, he said. 

Mr. Wallach als_ told t.f. Club 
members about a publication that 
used blackmail tactics to get an 
advertising schedule from his com- 
pany. The publication, which he 
refused to identify, presented 
Porter’s president with a copy of 
a story on labor relations in Porter 
plants. The publication representa- 
tive threatened to publish the story 
unless the schedule was renewed. 

“The story was factual in part, 
but much of the material was ex- 
aggerated and inaccurate,” Mr. 
Wallach said. “Company execu- 
tives felt that it would be cheaper 


to do something unethical, like re- 
newing our advertising, than to 
have the story run and possibly 
cause labor trouble in our plants. 
We renewed the ads,” he said, 
“and the story never ran.” 


ws When Porter takes over a com- 
pany, the agency for that company 
is dropped and the account is as- 
signed to one of Porter’s agencies, 
Mr. Wallach said. This has been 
the Porter policy for some time, he 
said, and it has worked efficiently. 
Mr. Wallach criticized untruth- 
ful and exaggerated advertising 
and asserted that Porter never 
makes a statement in its ads unless 
the statement is_ scientifically 
proved. He suggested that publica- 
tion space salesmen visit him no 
more than two times yearly and 
that they give him an over-all 
picture of the uses of their publi- 
cations. He suggested that they 
save the specific details for the ad 
manager and the agency. 


do not vary directly with proved 
audience, or “circulation.” But it’s 
at least a near precursor. 

To start with, the plan is being 
used for selling a new Monitor-like 
spot-carrier offering called “The 
World Now,” which places news- 
music-variety material in four 
half-hour periods across the day. 

According to Crosley Broadcast- 
ing Co., advertisers who buy spots 
on “The World Now” get, not a 
price per 1,000 homes, but a guar- 
antee that their cost per 1,000 will 
not exceed $1. 


® With each contract, a certificate 
is attached stating the following: 

“Based on the published Nielsen 
report, the A. C. Nielsen Co. cer- 
tifies that with the schedule of 
morning, afternoon and evening 
announcements on the attached 
contract WLW delivered home 
broadcasts at the average rate of 
$1 per 1,000 or less.” 

Placement of spots is at the dis- 
cretion of WLW, subject to ap- 
proval by Nielsen. The minimum 
number of participations per week 
is three; the maximum allowed is 
15. 

The plan makes it mandatory 
that morning, afternoon and eve- 
ning segments are equally repre- 
sented in the sponsor’s schedule. 


Crosley, Viceroy, 
Jergens Move into 
Colgate Spot at NBC 


New York, Nov. 25—As ex- 
pected, NBC-TV had no trouble 
selling the Sunday 8 to 9 p.m., EST, 
spot. 

The network has acceded to the 
request of the Colgate-Palmolive 
Co. to drop the “Variety Hour” at 


the end of this year. The time has| § 


been sold to three advertisers: 


Crosley & Bendix home appliances - 


division, Avco Mfg. Corp., for ra- 


dio and tv sets (Compton Adver- ‘ 


tising); Brown & Williamson To- 
bacco Corp. (Ted Bates & Co.) 
and Andrew Jergens Co. (Robert 
W. Orr & Associates). 

Crosley, Viceroy and Jergens 
will co-sponsor a new comedy hour 
to be produced by the network 
starting Jan. 8. NBC will use the 
time to present relative newcomers, 
such as Pat Carroll, Jonathan Win- 
ters and Shecky Green. The show 
will be produced by Sam Fuller, 
onetime producer of the old “Col- 
gate Comedy Hour.” 


Tampa Paper Adds ‘Weekly’ 
The American Weekly will be 
distributed with the Tampa Trib- 
une beginning Jan. 8, 1956. The 
Tribune is the 3lst newspaper to 
carry the Sunday supplement. 


McCann Acquires 
Two Olin Mathieson 
Accounts from JWT 


New York, Nov. 22—McCann- 
Erickson, still going like a house 
afire, this week picked up a prized 
international account from J. Wal- 
ter Thompson Co. 

Effective Feb. 1, McCann will 
take over foreign advertising for 
the Squibb and Winchester divi- 
sions of Olin Mathieson Chemical 
Corp. 

Winchester makes arms, ammu- 
nition and other related products, 
while Squibb produces a variety 
of drug products. JWT has handled 
overseas advertising for both ac- 
counts since 1947. 

The amount of billings involved 
is not known, and Olin Mathieson 
refuses to shed any light on this 
matter. The products are marketed 
in 105 countries. 

On the domestic front, Olin 
Mathieson uses 10 agencies, but 
McCann has none of this business. 

In announcing its appointment 
of McCann last month, Coca-Cola 
Co. attributed the switch from 
D’Arcy to a desire to integrate 
further its international and do- 
mestic advertising. 


McCANN NAMES HAIGHT 
TV-RADIO DIRECTOR 

New York, Nov. 23—George 
Haight, director of television pro- 
gramming for McCann-Erickson in 
Hollywood, has been given a new 
assignment—v.p. in charge of the 
agency’s tv-radio department. 

Mr. Haight fills a_ position 
which has been 
open since Alfred 
J. Scalpone re- 
signed it five 
months ago to 
join CBS Tele- 
vision. He will 
move to New 
York to take over 
the post effective 
Jan. 1. 

He reports to 
Terence Clyne, 
v.p., who is man- 
agement supervisor of the depart- 
ment in addition to account duties. 


George Haight 


Mason Joins Rapid Art 


Ken Mason, formerly promotion 
manager of Everywoman’s, has 
joined the Rapid Art Service, New 
York, as sales manager. 


‘This Week’ Gets Leary 

Neale M. Leary, formerly with 
Fawcett Publications, has been 
named to the sales staff of This 
Week Magazine, New York. 
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So’s DETROIT! 


When you buy newspaper space in Detroit, 
you can’t follow the usual major-market 
pattern. Detroit IS a big market—five 
billion dollars big—but Detroit is as 
different as morning and evening in 
newspaper preference! 


Because Detroit has no regular commuting 
service, no subways, and widely-scattered 
plants and production centers, Detroiters 
don’t commute to work. They drive their 
own cars. And they can’t read while 
they drive. The first opportunity they 


Eastern Office: 110 E. 42nd St., New York 17 


have to read a newspaper is in the 
EVENING, in their homes. 


That’s why Detroit, unlike major cities in 
rail centers, is an EVENING NEWS- 


PAPER market. And The Detroit NEWS 
is its Number One newspaper. 


The NEWS is first in trading area and total 


circulation, weekdays and Sundays. And The 


NEWS carries 51% of the TOTAL advertising 
linage, while the morning paper carries 25%! 
Yes, Detroit’s DIFFERENT—and the difference 
is The NEWS! ~ - 


TOTAL CIRCULATION: 456,189 Weekdays — 563,038 Sundays 
ABC 3/31/55 


The Detroit News 


THE HOME NEWSPAPER 


@ Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 


Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. ® Pacific Coast: 785 Market Street, San Francisco 
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How sales at the newsstand 
affect sales at the counter | 


The most significant sales figure a maga- 
zine can point to is its own newsstand 
record. No other figure tells you so much 
about how a magazine is read and 
responded to. 

The latest ABC figures show the Post 
is ahead by 50%. And, as you would 
expect, surveys show it holds a similar 
lead in influence with readers—an influ- 
ence that is keenly felt at the retail level. 
It is this sales impact that has put the 
Post in No. 1 place on so many media lists. 


In fact, 344 of the Post’s advertisers 
use no other general weekly. An excellent 
example of this is the 16-page Family 
Gift Center section in the Nov. 26 issue 
sponsored by the Independent Retail 
Hardwaremen of America. In the past 
4 years they have run 6 special promo- 
tions exclusively in the Post. And, for 
next year, the irha has again selected 
The Saturday Evening Post to carry its 
Hardware Week section. The Post gets 
to the heart of America. 


EXTRA The Nov. 5 issue (publisher’s estimate) broke all Post records with a paid 
total of 5,348,000 copies, of which 2,133,000 were at the newsstand. 


“Marlin and sailfish are ‘billfish’ to 
saltwater sportsmen. But to Al 
Pfleuger they’re hundred-dollar bill- 
fish—and up! He’s the fabulous Miami 
taxidermist who grosses nearly a mil- 
lion dollars a year mounting these 
mantelpiece monsters. Now if some- 


“Here’s the man who invented 
the hundred-dollar billfish!” 


ZERN, V. P. and Copy Director, Geyer Advertising, Inc., N.Y., 
previews “‘He Fixes Fish’ by Wyatt Blassingame from this week's Post. 


one would just start a service fixing 
fishermen, I’m sure he’d gross over 
two million, easily.” 

Inall, 10 articles, 4 short stories, 2 serials, 
and many special features in the Nov. 
26 issue of The Saturday Evening Post. 


Family Gilt Center 
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Today's hardware 
store market is the 
motivated market! 


From the November 26 issue 


of The Satur 


day Evening Post 


“ta WARDWARE WE EK 


APRIL 12 THRU 21, 1956 


tha Family 
Gift Center 


NOVEMBER, 1956 


This spread in the November 26th issue of 
The Post heads a 16-page section of pure sales 
motivation for 23,000 Independent Retail 
Hardwaremen of America.. They’re trans- 
forming their stores into “irha FAMiLy Girt 
CENTERS.” Every irha retailer has in his store 
a 400-piece promotion kit featuring brand 


names and products of leading manufacturers. 
Their shelves have been stocked by 600 coop- 
erating hardware wholesalers and they’re set 
for the biggest Christmas selling season in 
hardware history. 
This is retailer motivation unparalleled in 
the history of American marketing ! 
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IF Your Products BELONG in a Hardware Store —irha Hardware 


Week and Family Gift Center BELONG in Your Annual Sales Plans 


The two annual industry-wide campaigns 
coordinated by the National Retail Hard- 
ware Association are regarded by many as 
the outstanding campaigns of their kind in 
American retailing. That's true because they 
are backed by 23,000 independent hardware 
retailers and 600 hardware wholesalers. Their 
only purpose is to sell more of your merchan- 
dise to American consumers. 

These two annual irha promotions give 
advertisers all three: 
1, Consumer Impact—special section adver- 

tising with high-readership unit advertise- 
ments: 


2. Wholesaler Action — America’s leading 
hardware wholesalers gear their sales 
activities to these two annual irha cam- 
paigns: 

3. Retailer Sales Effort—your featured prod- 
ucts are backed by point-of-sale displays, 
local retail advertising, and personal sales 
effort by hardware stores throughout 
America. 


For full information call or write The 
National Retail Hardware Association, 
964 N. Penn. St., Indianapolis, Ind. 
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Deals and Brand Loyalty 


When Lingan Warren was running Safeway Stores, which does a 
mere 4% of all U.S. food business, it was reasonable to assume that 
the giant chain would speak out for what it believed, and that what 
it said would frequently not prove especially palatable to national 
brands. Now that Mr. Warren has stepped down, the situation con- 
tinues in precise status quo. 

Dwight Cochran, v.p. of the chain, spoke to the Merchandising Ex- 
ecutives Club of New York the other day, and sounded off on coupon- 
ing and dealing, with particular emphasis on his thesis that such 
couponing weakens brand loyalty. 

Mr. Cochran insisted that independent market studies have found 
“no correlation between the use of coupons and the strengthening of 
a permanent brand demand.” He added that these deals force retail- 
ers to acquire duplicate merchandise, involve discrimination among 
retailers, and “make no lasting contribution” to brand loyalty, “be- 
cause such deals are so commonplace that any one manufacturer’s 
advantage, if any, is short-lived.” 

He also reported that “pounds of food consumption per capita have 
increased only 0.4% in 15 years,” and inferred therefrom that “deals 
and gimmicks have not resulted in each consumer eating more food.” 
On that particular point, Mr. Cochran should be told that the stand- 
ard of living in this country rises—or at least is said to rise—not in 
relation to the pounds of food eaten, but in relation to the type and 
variety of foods. 

But Mr. Cochran has an interesting and important point in regard 
to coupons, deals and other gimmicks. It is logical that they should 
weaken rather than strengthen brand loyalty, since they involve 
either a price cut or the inclusion of other merchandise; and neither 
is likely to enhance the brand prestige of any product. If you patron- 
ize a gas station because you get a 100-piece set of china with every 
eight gallons of gas, you are unlikely to be completely sold on the 
brand of gas being purveyed. It can, consequently, be argued with 
considerable vigor that Mr. Cochran is right—and a good many peo- 
ple do so argue. 

Yet the answer—like so many answers in our tremendously com- 
plex economy—is by no means clear or easy to come by. Procter & 
Gamble is no stranger to the wheel-and-deal circuit. In fact, it is a 
leading practitioner in this area, and the number of coupons it has 
distributed for grocery store redemption would, undoubtedly, stretch 
from here to the moon’s largest supermarket if laid end to end, or 
even piled in conventional stacks. 

Has P&G been fighting a losing battle all these years, and steadily 
undermining the brand acceptance of its products? Well maybe, but 
it would be hard to prove. Mr. Cochran may be right, and P&G may 
be wrong; or vice versa. But neither can easily come up with clear- 
cut proof. 


DeVoto Proved a Point 


As one of the crustiest, toughest critics of everything, including the 
press and advertising, the late Bernard DeVoto managed, in his last 
few days, to participate in an extremely interesting demonstration of 
the freedom of the press from advertising control. 

When DeVoto wrote some nasty words about the Maine seacoast 
in his column in Harper’s, the state’s director of recreation cancelled 
the advertising that the state was running in Harper’s. This was a 
silly thing to do, as General Motors learned a couple of years ago un- 
der somewhat similar circumstances. 

The interesting and significant point, however, is that the governor 
of the State of Maine apologized to Harper’s for the cancellation of 
the advertising. This is, we believe, a significant and an important 
action. It recognizes the basic lack of connection between advertising 
and editorial; and whether it is completely sensible or not, it under- 
scores the frame of mind of the American people on the subject of 
editorial freedom—a frame of mind which we admire. 


Advertising Age, November 28, 1955 


Gladys the beautiful receptionist 
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—Harris Slotin, Southern Auto Stores, Savannah, Ga. 


“You mean you never knew he 


wore that patch as a gimmick?” 


What They're Saying 


Make Your Ads Click 

In these days of high personal 
income and high personal spend- 
ing, there is need, so it seems to 
us, for the manufacturer to in- 
tensify his consumer and trade ad- 
vertising so as to give a firm sales 
foundation to his products. Higher 
prosperity means keener competi- 
tion, simply because there is more 
volume for those brands and for 
those retailers who make a real 
bid for more sales. 

The fact that consumers are in 
a spending mood would seem to 
mean that they are more respon- 
sive to sales appeal, particularly 
when this appeal consists of eye- 
catching, ear-catching and atten- 
tion-demanding product advertis- 
ing. 

So we again admonish: Take a 
good hard look at your product 
advertising if you expect distribu- 
tors and consumers to do so. 


—Editorial in the Nov. 7 issue of Drug 
Trade News. 


New Light on Packages 

Research has been called the 
elucidation of the obvious, but the 
longer I live the more sure I am 
that at times the obvious very 
much needs elucidation, and that 
it is a legitimate and dignified 
function of research to do so. 

In discussing the package as an 
instrument of communication, for 
example, we assume that it can be 
seen and read. This isn’t always 
true. In Switzerland this past 
summer I ran across an interesting 
bit of research which may parallel 
to some extent the work of Walter 
Margulies in this country. 

An associate of mine, Dr. Rudolf 
Farner of Zurich, who heads an 
advertising agency, and also teach- 
es a class in advertising and mar- 


keting at the University of St. Gall, 
sent his students to observe shop- 
ping behavior in selected groups of 
grocery stores. They were partic- 
ularly interested in shelf displays 
of packages of a product produced 
| by the Henkel Soap Works, called 
Persil. 

Interviews with customers indi- 
cated that about one woman in 
every three should have been 
wearing glasses but wasn’t. Some 
did own glasses, but the majority 
simply said they had left them at 
home—many for reasons of pride. 
As a result of optical measure- 
ments made by qualified people, it 
was possible to produce a photo- 
graph showing the blur seen by 
this 33% of women shoppers when 
they looked at a shelf display. 

Dr. Farner’s work throws new 
light on what everyone once sup- 
posed was obvious, that all cus- 
tomers can see and read the pack- 
age label on the shelf. Obviously, 
not all can. 


~—Sherwood Dodge, v.p. and general 
manager, Foote, Cone & Belding, New 
York, before the Packaging Institute 
Forum, Nov. 1, 1955. 


How Are We Doing? 

The economy is in the pink of 
condition. Inflationary pressures 
are less than a few months ago. 
Business never was better. Work- 
ers never had it so good. Old Man 
Prosperity “just keeps rolling 
along.” 

The pessimist no longer is a 
pin-up hero. The momentum of 
the current expansion and its dif- 
fusion throughout the economy 
have silenced most of yesterday’s 
croaking ravens of doom... 

—From a speech by Secretary of 


tional Savings Bond Conference in 
Washington. 


| Rough Proofs 


The relationship between color 
programming and color tv set sales 
appears to be very much like the 
question, “Which came first, the 
chicken or the egg?” 


If all the people who have 
placed orders with their brokers 
for the new Ford Motor stock are 
also placing orders with their deal- 
ers for the new Ford cars, a new 
sales record for 1956 is already 
assured. 


The sale of stock of Revlon Inc. 
to the public doesn’t represent a 
$64,000 question, but it might be 
considered in the nature of a $3,- 
000,000 answer. 


* 
Dickie-Raymond lists Dow-Jones 
as a client and describes the prod- 
uct as “news printer.” 
A lot of people thought all it 
manufactured was averages. 


Robert Van Riper says the 
“friendly neighborhood dealer” 
made famous by advertisers in 
song and story is very hard to find. 

Where he exists, however, all 
you have to do is follow the 
crowds. 


a 

The growing popularity of “fab- 

ulous” as an advertising adjective 

is hard to explain, particularly in 

view of the fact that it’s the very 
next thing to “incredible.” 


Kenneth Collins says that bad 
taste will no longer sell any place 
in the country, but then Kenneth 
was always a bit of an optimist. 


Raymond Spector insists that the 
television networks are “brazen 
and arrogant,” which may be the 
typical reaction of a buyer in a 
seller’s market. 


. 
An advertising agency looking 
for a creative director says he 
“must be capable of originating 
outstanding selling appeals, and in 
turn selling the client.” 
If he can sell the client, the 
rest doesn’t matter. 


“Single,” says a classified ad- 
vertiser looking for extra-curricu- 
lar activities, “so I have enough 
free time for a few free-lance 
assignments.” 

What, no little black book? 


© 

“Growing Chicago agency has 
place for mature advertising man 
who has learned to face life’s re- 
sponsibilities and come up smil- 
ing.” 

Must he smile even when the 
agency loses its pet account? 


One of the interesting features 
of the increased power which most 
automobile builders are offering in 
their new cars is that every addi- 
tion to horsepower has but one 
objective—safety. 


The new automobile advertising 
code which the NADA and the bet- 
ter business bureaus are working 
on is intended to keep the dealers 
from allowing their natural gen- 
erosity and benevolence to be 


Commerce Sinclair Weeks, at the Na-| completely overdone. 


Copy Cus. 
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if you 
want 
action 


In an 
$8 billion 
market 


bal 
oy, 


pick 
The Inquirer ! 


All advertisers—classified, national or retail—want action. 
To get it, they pick THE INQUIRER. Proof? THE 
INQUIRER is tops in every important advertising 


classification and is now in its 22nd consecutive year of 
total advertising leadership in Delaware Valley, U. S. A. 
Of course you want action, too. See us. 


q "® Big Industries Expand in 
: ( DELAWARE VALLEY, U.S.A. 
: | 62% of Delaware Valley homes are ¢ ° ° 
rt owner-occupied—and families in ¢ ¢ fel ii wirer 
' America’s 3rd Market spend heavily to 
id furnish and improve them. Effective . : 
buying income over $8 billion annually. Constructively Serving Delaware Valley, U.S.A. 
Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Gorfield 1-7946 Dunkirk 5-3557 
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FOR MORE | 


“For Amoco, the motorist is our market—a market on wheels 3 OO rrr 
—and outdoor advertising is the most direct and timely means Be ; ——— 
of reaching motorists . . . when they are driving—actually Se 
using gasoline and oil—and when it is easy to drive in and fill 
up with Amoco. That’s why we, at Amoco, have used Outdoor 
for the last thirty years—and why it is today our major 
medium.” 
GEORGE M. GLAZIER, Manager 
Advertising & Sales Promotion 
American Oil Company 


The more your advertising is seen the more you'll sell. T.A.B.* 
figures show that in a typical market 93% of people SEE OUTDOOR 
—Average person sees it 22 times per month. POLITZ study shows 
average “exposure time” per person is a solid 32 seconds. Outdoor 
gives you greatest circulation at lowest cost—l5c per 1000, in 


average national campaign. *Traffic Audit B 
c ureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N.Y. 


ATLANTA + BOSTON + CHICAGO + DETROIT « HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS +» SAN FRANCISCO «+ SEATTLE 


Put Your Advertising Outdoors And Watch America Go Buy ! 


Copyright 1955 Outdoor Advertising Inc. 
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DAVENPORT, IOWA 


ALCOA 
MILLION! 


PLANS SET FOR NEW 650-HOME ADDITIONS TOTAL $62 


ADDITION! 
DAVENPORT TO PROVIDE ADDITION- NEW $100,000 TRAFFIC CONTROL 
AL 1000-CAR PARKING SPACE! SYSTEM PLANNED! 
. AND — DAVENPORT NEWSPAPERS ARE. . 
FIRST in Quad-City circulation — in Quad-City advertising !ineage — 
in advertising lineage in ALL IOWAI! 


The MORNING DEMOCRAT 


DAVENPORT NEWSPAPERS  _ The Evening DAILY TIMES 


Sundoy DEMOCRAT & TIMES 


Represented Nationally by Jann & Kelley, Inc. 


BBDO Names Roettger 

Batten, Barton, Durstine & Os- 
born, Minneapolis, has appointed 
Donald E. Roettger an account ex- 
ecutive. Mr. Roettger, formerly ad- 
vertising and sales promotion man- 
ager of the Toastmaster Products 
division of McGraw Electric Co., 
also has had advertising positions 
with Orange-Crush Co. and 
Swift & Co. and has been with 
Young & Rubicam. 


Denhof Joins ‘Glamour’ 

Mrs. Miki Denhof, for the past 
five years art director of the mer- 
chandising division of Vogue, has 
been named art editor of Glamour, 
New York. Before joining Conde 
Nast in 1944, she was an art di- 
rector at J. Walter Thompson Co. 


Advertising Age, November 28, 1955 


Loft’s Uses Dailies 
for Testimonial Ads 


New York, Nov. 22—Loft’s, anx- 
ious to emphasize to the consumer 
the assertion that a popular price 
will really buy top quality candy, 
has inaugurated a series of 1,800- 


Why does Mimi Benzell, 
Metropolitan Opera Star, 
prefer Loft’s Candy? 


line ads in four dailies here, sched- | 77 


uled to run once a month. 

The series, scheduled for The 
New York Times, Herald Tribune, 
World-Telegram & Sun and Jour- 
nal-American, will run indefinite- 
ly in the metropolitan area. 

Each ad introduces an outstand- 
ing personality who declaims a 
preference for Loft’s as a personal- 
choice candy. 

Important names scheduled for 


LET'S 
SEPARATE 
THE BOYS 


There’s only one boy magazine. There’s only one way to 
reach boys; by talking their language. Chevrolet, 
Convair and Weyerhauser are three examples of brand 
new full page advertisers who sell ideas and products in 
exclusive BOYS’ LIFE campaigns. The market calls for 


it: 15,000,000 boys today; 20,000,000 by 1965. And 


FROM 
THE MEN 


P OY, 

€ Ro i 

4 vn all mS 

° _— ‘ ME Be ae 
’ if t b 
-_ Wwe - 


a 

cant a“ « 
¢ 

VY aah 


BOYS’ LIFE calls for it: five years of steady ad linage 
increases and a 200% circulation boost. 


2 Park Avenue + New York 
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LOFTS. 


aaa salam 


. the Candies of . 5 i. 


16 sain o> inna aioe aD pi gs ret eeatin sestbaiien 


“SWEETS SINGER—Mimi Benzell, star 

of the Met, is featured in one of a 

series of newspaper testimonials 

for Loft’s candies. Al Paul Lefton 
Co. is the agency. 


opening ads include Ceil Chapman, 
noted designer; Mimi Benzell, 
opera star; Marie Tallchief, bal- 
lerina, and the magician, Black- 
stone. 

One ad shows Mimi Benzell be- 
hind scenes, seated at the clavier. 
She is reaching over for a piece of 
Loft’s candy. The copy supposedly 
is in her own words, with a repro- 
duction of her signature at the 
bottom. 
| Loft’s theme, “Candies of Finer 
Quality,” is at the bottom of each 
_ad in the series. 
_ Whether the series will be ex- 
|tended to other markets has not 
yet been decided. 

Al Paul Lefton Co. 
agency. 


Floyd Clymer Publishes 
‘Scrapbook of Early Ad Art’ 


Floyd Clymer, Los Angeles pub- 
lisher of books relating to auto- 
mobiles, motorcycles and motor 
racing, has published the “Scrap- 
book of Early Advertising Art.” 
Containing 224 pages of ads that 
appeared in magazines and news- 
papers in the late 1800s and early 
1900s, the book chronicles a past 
era in advertising. 

Copies may be obtained for $2 
each from Floyd Clymer, 1268 S. 
Alvarado St., Los Angeles. 
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CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 


ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED ‘urn suns 


431 SOUTH DEARBOR . DEPT. 
“CHICAGO. ‘5, iTLINOIS 


170 FIFTH AVENUE, NEW YORK-10,-N. ¥, 
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How do you stir up a group of inactive prospects .. . start them 
moving to the market place? 


No need to seek out every last man. You don’t have to sell everyone down 
the line. Go after the leaders . . . spark them to action... and 
you can set the entire market in motion. 


The behavior, opinions, and buying habits of the leaders influence the rest. 
They set the pace . . . pick up the direction for the rest to follow. 
Sell the key men... and you'll sell the market. 


This is dynamic influence—the power of the leaders to move many... 
to start a stampede in a static market. 
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Business Leaders 
rely on 
Chilton Research 


spbduenrtisers benefit many wagd—Chilton’s 
reputation as “the authority” attracts readers to the maga- 
zines’ pages . . . binds them to their chosen books year 


after year! 


To retain this reputation for authority, Chilton puts a 
healthy portion of its revenues into both market and read- 
ership research. Readers and advertisers all benefit. Chilton 
publishes a wealth of research material, product analyses, 
and‘ market ‘studies in many different fields. Chilton also 
makes available corollary books, lists, and direct mail serv- 


ices in many industrial, professional, and marketing fields. 


But Chilton must be authoritative, must be right, to serve a 


selected list of readers — readers who are 


men of dynamic intftiuence 


AN 


CHILTON 


COMPANY 


CHESTNUT AND 56TH STREETS, PHILADELPHIA 39, PA. 
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Polk Ain't Selling 
Apples on Corners; 
He's Giving Money 


Cuicaco, Nov. 22—Sol Polk, of 
Polk Bros., the big discount house 
here, has a message about selling, 
and he is willing to pay a dollar to 
get it read. 

To 1,000 persons in publishing, 
advertising and related fields 
throughout the country, Mr. Polk 
this month sent a check for $1 in 
the form of a big apple. The apple, 
printed in red on paper, was 12” 
high. Above that were green 
leaves. The outsize check was 
made out for $1. 


® Below the check on a section 
that could be torn out before the 
check was deposited, was this mes- 
sage from Mr. Polk, master sales- 
man, to those whose business is 
selling: 

“This check is retainer and re- 
minder ur: the most important ob- 
jective for 1956—to stimulate more 
retail sales—our economy, our 
purpose, our objectives are depend- 
ent upon the eternal question, 
‘Will it make a retail sale?’ Your 
thinking as an outstanding activa- 
tor, creator and leader is needed 
to make 1956 the best year yet for 
everybody.” 

Apples this year are familiar 
stuff for Mr. Polk. Early this sea- 
son his store bought 17 carloads— 
20,000 boxes—of State of Washing- 
ton apples so that he could give a 
box away with every major pur- 
chase (AA, Oct. 24). 


Denson and Muir Jr. Move Up 
in ‘Newsweek’ Editorial Side 
Newsweek, New York, has ap- 
pointed John Denson editorial di- 
rector and Malcolm Muir Jr. ex- 
ecutive director. Mr. Denson, 


4 


Malcolm Muir Jr. 


John Denson 


formerly managing editor, succeeds 
Chet Shaw, who is taking a sab- 
batical year, beginning Jan. 1. 

Mr. Muir, formerly assistant edi- 
torial director, has been with 
Newsweek since 1947. After his 
sabbatical year, Mr. Shaw will 
continue with Newsweek as a con- 
sultant. 


Whirlpool Not on ‘Disneyland’ 


In the Nielsen tv rating report 
in the Nov. 7 issue, AA erroneous- 
ly listed Whirlpool as one of the 
sponsors of the “Disneyland” tv 
show on ABC. American Motors, 
American Dairy and Derby Foods 
are the only sponsors of the pro- 
gram at the present time. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


Yeu can check results promptly and base 
decisions on accurate facts with service by 


165 Church Street New York 7, N. Y. 


And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 


in two practical sizes; rubber cement; 
plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. , # 


New Book Describes 


Textile Sales Promotion 

A new book with a familiar 
title, “New Sales Promotion in the 
Textile Industry,” by James C. 
Cumming, was issued Nov. 22 by 
the business book division of Fair- 
child Publications, New York. Mr. 
Cumming, v.p. of Anderson & 
Cairns, New York agency, authored 
the original edition in 1946. The 
new edition is completely rewrit- 
ten, and contains 225 pages of 
material compared with the 125 in 
the first edition. 

Priced at $4.95, it contains chap- 
ters on brand promotions in tex- 
tiles, the promotion of science 
fibers and new finishes, coopera- 
tive advertising, growth of televi- 
sion importance to promotion, and 
similar subjects. 


Design Associates Bows 

Advertising Design Associates 
has been formed, with offices at 
12 E. Delaware Pl., Chicago, by 
Stewart Carlson, Don Brown and 
Hal Trestenjak. 
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. .. a schedule without Texas Harte-Hanks Newspapers! 


Total Circulation 245,510! 


Total City Zone Population 428,158! 


Total Metropolitan Area Retail Sales $647,598,000! 


YES! Experience proves that 
your result factor in Texas 
will be an “unknown quan- 
tity’ without Texas Harte- 
Hanks Newspapers — be- 
cause of the importance of 
these 9 Secondary Markets 
which influence buying in 
a big percentage of Texas! 


Circulation: 

(6 Mos. End- 

ing 9-30-55) 
ABILENE REPORTER-NEWS 51,042 ABC* 
BIG SPRING HERALD 9,347 ABC* 


CORPUS CHRISTI CALLER-TIMES 91,846 ABC* 
THE DENISON HERALD 11,583 ABC* 
THE GREENVILLE BANNER 8,254 

MARSHALL NEWS MESSENGER 11,517 ABC* 
THE PARIS NEWS 10,970 ABC* 
SAN ANGELO STANDARD-TIMES 45,147 ABC* 
SNYDER DAILY NEWS 5,804 


*ABC Figures Subject to Audit 


Sales Management 1955 Survey 
City Zene Per-Family Metr. Area 
Income: 


Population: Retail Sales: 
58,398** $5,911 $ 96,399,000 
26,572** 6,074 36,642, 

163,753** 5,829 232,223,000 
25,150** 4,102 67,766,000 
19,038 3,593 35,435,000 
27,233** 3,850 35,151,000 
24,229** 3,453 35,193,000 
60,765** 5,533 77,057,000 
21,020 6,426 31,732,000 


**ABC Audit Report, par. 28 


.. . PLUS liberal marketing cooperation that rings the cash register for you! 


Texas Harte-Hanks Newspapers 


HEADQUARTERS — National City Bidg., Dallas 1, Texas — Herbert Taylor, Mgr. 


NEW YORK — 52 Vanderbilt Ave. — Lew Hohl 


CHICAGO — 400 N. Michigan Ave. — Cy Cima 


"I still say it bears a suspicious resemblance to poor Mr. Jones, 
the assistant who forgot things have changed in Cincinnati.’’* 


*CHANGE No. 1: 


CHANGE No. 2: 


The daily that carries the MOST ADVERTISING 
is now the Cincinnati Enquirer. 


The daily with the largest CITY ZONE ad 
is now the Cincinnati Enquirer. 


peti ai Pa OS 5 fd pier 4 So Bg Bae . z é . . i bbe a = 
ged ieee : cba ¢ re ; P + See 4 oF £ ae 
ov OS Ct. SE es bef s * Aa em i 4 z oti d 3 x ee ~ Bs ent ite sl ins a ee, ee AO ee ae Be ede . a 5 =o ian Sa : y i Sie > is citide poo ge 
. . ; F \ } | id j j f ? ys) > P ¥ x ’ 1! ea , Ta sit 225%; 
ee 
| | ee ee ' 
| ee 
— 
| - 
| 
ee ee 
ee 
erie th ee Be: ane 2 RSIS 25 RRS : eet a oi Wye 3 5. Sore = Soa a 
>: Se 8 oe : : : y ‘ 
; i Be ae or stoe ae ae 7 sia Ah ae ce es fe. Soe se? r j Mt. 7 es — 
: “i wi si a smite ia cae eee, ie oe rep: meek és Phe vt F ce a 
F - wg OO GS: phar & oe ae a 2 - & J ‘ = ae ae 
BB ie Fs eg im a : ee ai 2 
: ~ 2 hak yor eae ys is b i a 3 | 
i] B es a 4 vy - ; , o- es 
ie ee ee ad \ a ‘ : aie 
* e Ss © s si ey E - ee 
: en —Z de Ps ea 4 oY ee wae he 
} i foe 4 ~ a ey a 
¢ ae as oe 
bd OO oe Se ; a oe ae 
——aheese S Tee ok Z 3 me ae ¥ Bs. 
x ‘¢ 5 x C~=dD ae ° s ag aS ‘ 
3 4 ii _% hee Zo es ce eS 
B. : ! _—— Pe es eee 2 A P Z ” ee 
i . ‘ ee LE eee A © 7 Re 
te aes, ake ae ee cs ci ny a y ee - ae 
’ ' —/_ ee mer ee ae sia Pig _ oe 
} 2 3 ee ee ears : rs bie 3 af 
4 eS a 7 hd ie BE = 
: : i Be 4 ee Sag, . | ae ae ‘ ae ~ es ‘ a , ra: z % 
Hf ee a? eS eee, Tape oe “ Sa = Pi 
= | a i ee as oe wa eines be ‘ taal . jeg 
; % ey saa ie fia = Pa " a e 
: ee: s ’ * “Ea kre 
| io Mee | St MEDIA DIRECTOR 
ae % ~. ¥ Pa « 
| Ge. oot Bec tie oe ee £4 ers 2 vs i hd 
mee ae Va P. eee AE Ee aa 
| a ‘ re - -e “a meee Bs y , ‘ fe ed oat a Parag ah 3 Bh 2 ae ii=__ e . 
i & e% i ee Hs F. » pen es : ce 7 ‘ ® ‘ ; f a “ap ok nome ad ae we Ss. cies a le Ai 2 
: - ' i a eg me : , : ? z ee. vee & oy Re gaa ie he 
eS ae. Le ee _ one ie gt i Sia a aa 
i | peg % P . 3 He i - = a pee vtattee’ 5 ee oe : 
/ i ee zs rs Fas Bi 5 as 4 phon pime Pr a ; 
Se eis Sree 9 bc * ct cee MM hte J 
re a — es 2 é seaihee Rie Pa ae , 3 oi fee, a ae , ee an 
nie el ‘.. wag F iy ; ngs 62 Sha: ae ee Y i ae 1 “3 z : 
ee i : ; ‘ : ee pick. & ee co = eae Rae 
Bo oe ae a 7 *s ee oe i Si 3 Smaprenect= oa jae i a A 
‘ | Rae = Sa 4 Res ers fy eta. : agai a Bee. ys Ses” 
ao ae ee i a : ee ten, » ae ee a Fi re i 
Ree itl ace: ees a fe ‘ hg Por. po eS gal err dale age ay 
ieee ssa oli a 2 woe ; ee ee i nes ae ee 
| Deeg oe ae cit : ' = ae oS ae i es Te ou Sea 
eae erg woe be SF Sp re Ser eg? co ee ie dee A ts ae he bigs cg 
| ae ang Nee eT gn hae j Reece Oe arene one a et i eee ‘aera 
| | nr —s agen et 7 oA alae a on eae ts Panny ay fe eee soe ca 
| ei sead ies. é eee cal ree eC fo ie _" oso ieee some 
ape ee oe eile as fre " a. re = # Pees are a, Fisng aes on ac iat a 
| ‘a 0. ey % SS 
es . wey a he ch aap 
| = " P “ Mitre et ‘ : 2 at : i tse oe hie, ¥ pation + 
; , P . og ws - Se ell - : 
a ee 
7 
’ 
| ? 
ESTABUSHLD O86 
BArclay 7-537! 
ee >| 
2 C : 
q { Les \ 
— 
f 
' a aa. ee : 
y —_ i 
a Ca ee =. 
i * as 
a ; 
f And... as always... SOLID Cincinnati reads the Cincinnati Enquirer + Represented by Moloney, Regan & Schmitt, Ine 
} 
~~ : : - — a z - = pie 
et Set he a a Se ok Seah at Se ae RR MAETT Fy eh AE AP RNa LE eI BEM oe yi Sp ae 18 tick oe OS Mpa aa Sos ri <td Ade ih ae . 4 : : a . dE es 
oe Saag a tah Set" : be Be Eee Vi peugeot ae cai fe Ree Ltn Bad RE a SG BE? A eg ear are 8 ye ee ee Sa eee + ceed Use eee hy aes Me gigs hs ORR RR Ee, ote Eee eo. Vinci ae. ae! Be he a eee 
i. £ erg SOE Okeke NO tiga ee By ne gee ee ne ere am eke a . Bs eg hat’. gael eed whee ee Bs see Mace MA ae ae 8 Le aS aot fd ar ee GeO er ES ae. aah Soe Te Ee EL ee a ge ga ERD + UT, Pear IS Mee oe pce Meg Ps 
as SP ge dk a a Ra pat Se keg Sa aie One gL rR agit ge Ay Ee Ma nea Me Ret Ae ai arta Mi tig eam Ce wie Coe ers SMBs ci ak aletiatiage an So ine od Sica ri a 0. ER BTS Si a Roe Sa eR aA cho ana os An 8 ea 
pe ae Ae ke prada oF ats fino sayeth rn Sy ona etsy a ms Boe Ee is hinge ee SER SPN a dat p” lig RA Oe con a tata Sp Re Et: SI eh! ONL bees ieeriat De ek a a ais estes ont eae ee ea tt Se BN haps fe Ere ae Ny Aa a AI ie Se a oa 
ae) ee 34 ia = iY CAME UNA hs tg Se US BNL OY Se RPO RE coreg 10,” Wey EG. ey eed soa oa! a Me ew het ye SES ee ae A tag RE wy ad bryos i Bh Yon hate OR PRES 3 Slee a eee ee LOIS: Lien oe bs ages 


22 


Banker Florence 
Says Good PR Isa 
Necessity for Banks 


HoLtywoop, F.a., Nov. 22— 
“Good public relations is essential 
to good banking,” Fred F. Florence, 
president of the American Bank- 
ers Assn., said here last week. 

Addressing more than 600 mem- 
bers of the Financial Public Re- 
lations Assn. at their five-day 
convention, Mr. Florence, president 
of the Republic National Bank, 
Dallas, Tex., added: “Recogni- 
tion by bank managements of the 
important role public relations has 
assumed in our over-all operations 
is one of the most significant de- 
velopments of recent years. Ac- 
ceptance of the necessity of good 
public relations is being cemented 
into every phase of banking.” 

Stressing the need for attracting 
capable young men and women to 
the banking profession, Mr. Flor- 
ence admitted it was a _ serious 
problem. He said he believed it 
could be resolved by a better pub- 


. Write for Detail 


ou can REACH 100,000 specifiers and buyers of office equipment, — 


> 
> 
cal 
£| 
LW 


lic attitude, to be achieved through 
the medium of public relations, 


® According to a survey complet- 
ed recently by Scholastic Maga- 
zine, Mr. Florence said, banking 
ranked 22nd among 26 professions 
lin the choice of careers of almost 
45,000 high school boys and girls. 

“This is extremely dishearten- 


ing,” he said. 
Rod Maclean, Union Bank & 
Trust Co., Los Angeles, past 


president of the association, said, 


Re Perens bane . 
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Advertising Age, November 28, 1955 


“We see that business not only |in the rapid growth of your associ- 


recognizes its need for better pub- 
lie relations but is doing more and 
more about it each passing year. 
Top marmagement not only ac- 
knowledges public relations’ vital 
role in achieving business success 
but has an active hand in initiating 
it and giving it impetus and guid- 
ance. 

“This is true in our business too. 
Growing awareness of the con- 
tinuing, increasing need for better 
p.r. has been one of the key factors 


ation to its present membership of 


| 2,000.” 


a J. Kennedy Sinclaire, Kennedy 


‘Sinclaire Inc., New York, called 
direct mail advertising by financial 
|institutions part of a “highly suc- 


cessful sales team, consisting of 
newspaper advertising, radio, di- 
rect mail and personal solicitation. 

“It augments the work per- 
formed by other types of adver- 
tising,” he said, “and it reiterates 


the sales story and can be used 
to follow up inquiries produced 
by newspaper and radio advertis- 
ing.” 


ws Fidel G. Chamberlain Jr., Na- 
tional Bank of Commerce, San 
Antonio, Tex., declared that news- 
paper advertising is one of the 
most important business develop- 
ment tools in the financial field. 
Well placed newspaper ads can be 
very productive if the copy is 
written for the audience the bank 
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is trying to reach, he said. 
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elected treasurer. Clinton B. Ax- | Minneapolis, succeeds Mr. Everson | ton, Cal., 


At the concluding session ford, editor of the American Bank- | in Philadelphia. 


W. W. Delamater, 


Orrin H. Swayze, 
Bank, Jackson, Miss., 


Tradesmens | 
Bank & Trust Co., Philadelphia, 
was elected president of FPRA. 
Other new officers are William E. 
Singletary, Wachovia Bank & Trust 
Co., Winston Salem, N. C., 1st v.p.; 


2nd _v.p.;| 
E. T. Hetzler, Bankers Trust Co., 
New York, 3rd v.p., and A. Gordon 
Bradt, Continental Illinois National 
Bank & Trust Co., Chicago, re- azine’s trade relations staff 


member. 


‘SEP’ Transfers Two 


formerly was 
Post’s trade relations department | 
in Philadelphia. Thomas J. Mc- 
| Nally, formerly with the mag- 
in 


er, was elected an honorary life | 


| 


Patent Press Inc., Mount Kisco, 
N. Y., publisher of a chain of 


The Saturday Evening Post has | _weekly newspapers in Westchest-| 
appointed Peter O. Everson to its|er county, will launch its sixth 
Ist National Chicago sales staff. Mr. Everson | weekly, The Brewster Record, on 
manager of the | Dec. 1. James M. Moore, formerly 


managing editor of several other | 
papers in the chain, will be editor, 
and Jerome H. Levine, previously | 
with the Herald American, Comp- 


is advertising manager. 
| Patent Press Inc. is a three-year- 


‘old chain and currently reports a 


| Publishes New Weekly 


total circulation of about 13,000. 


Bliss Names White A.M. 

E. W. Bliss Co., Canton, O., man- 
ufacturer of presses, rolling mills 
and allied equipment, has appoint- 
ed Darrell E. White advertising 
manager. Mr. White, who will di-| 


rect advertising for the company’s 


11 domestic plants, formerly was 
assistant ad manager. 


single copy sales per issue 


than Life, Look, Post combined 


Over 4,000,000 shoppers buy Family Circle Magazine not in the 


mail but in the market—in top-volume retail areas where your sales are 


made! They’re a 100% select audience of family purchasing agents 
...and they do the buying for 14,000,000 family members! 


Why advertise to a mixed audience of prospects and non-prospects 


alike? In Family Circle, your advertising goes straight to 


4,000,000 in-store shoppers...all customers in busy retail areas 


where your business is best! 


You cannot reach Family Circle’s vital market with other magazines! 


A national study of 5,800 families conducted by the Market Research Corporation of America shows: 


71.6% of Family Circle households received none of these leading weekly and 
bi-weekly magazines: Life, Look, Saturday Evening Post. 


63.0% of Family Circle households received none of these leading women’s magazines: 
Ladies’ Home Journal, McCall’s, Good Housekeeping, Woman’s Home Companion. 


4,000,000 families buy 


when they’re shopping 


«+. they can’t get Family Circle any other way! 
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Ern Westmore Defers 
to WXYZ Lady of Charm 

Following a complaint from 
Edythe Fern Melrose Webster of 
WXYZ and WXYZ-TV, Detroit, 
Ern Westmore has stopped refer- 
ring to guests on his NBC telecast 
as “Lady of Charm.” The gal who 
gets the spotlight treatment on 
“Search for Beauty” is now called 
“Lady of Beauty.” 

Mrs. Webster has used the serv- 
ice mark, “The Lady of Charm,” on 
her shows on the Detroit stations 
for many years. Through her law- 
yer, she asked NBC and Mr. West- 
more’s sponsor, Charles Antell 
Inc., and Antell’s agency, Product 
Services, to stop using the phrase 
on “Search for Beauty.” The let- 
ter pointed out that the phrase is 
Mrs. Webster’s “registered service 
mark.” 


What’s all this 
talk about 
The Changing 


American 
Mind? 


It’s more 
than talk- 
there’s a lot of 


WISDOM 
in it. 


They’re talking about the most-talked- 
about magazine in America today... 
WIspoM...the New Picture Magazine 
of Knowledge for All America. For 
facts, figures, rates, dates, see these 
MEN OF WISDOM: 


Eastern: 

Sadler & Sangston 

342 Madison Avenue 
New York 17 
Mid-Western: 
Lytle-Webbe Company 
332 So. Michigan Ave. 
Chicago 4 

Pacific Coast: 
Blanchard-Nichols 

111 Sutter Street 

San Francisco 4 
Blanchard-Nichols 

633 So. Westmoreland Ave. 
Los Angeles 5 


WISDOM MAGAZINE 
Advertising and Editorial Offices : 
8800 WILSHIRE BLVD., BEVERLY HILLS, CALIF, 
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Some Shows Are 
Better Live, Says 
Teleradio’s Martin 


(Continued from Page 3) 
—adjacencies, competition, time 
slot, etc., he said. As an example 
he cited the case of trying to as- 
sess fairly the value of a program 
pitted against “I Love Lucy” when 
that show was the hottest thing in 
television. 

Mr. Savage recommended sales 
impact as a much more reliable 
yardstick than ratings. He suggest- 
ed, however, that the council set 
up a committee to look into the 
rating situation. 

The syndicated market is “rife 
with price cutting,” according to 
John Mitchell, Screen Gems v.p. 
Sales to national advertisers are 
the distributors’ best bet—at least 
until the present over-abundance 
of films has been depleted. He 
pointed out that national adver- 
tisers not only demand top grade 
shows but expect merchandising 
and promotion support as well. 


® The roles of the agency and 
producer in filming commercials 
were discussed in a panel session. 
Frank Brandt, of Ogilvy, Benson 
& Mather, said the creative and 
production responsibility for com- 
mercials rests with the agency. 

On the other side of the fence, 
Orestes Calpini, who heads the 
creative department of Bill Sturm 
Studios, suggested that commer- 
cials might be improved if the film 
producer got a copy of the script 
in the early stages and was able 
to make suggestions in time to be 
of help. In many cases agency su- 
pervision and direction has result- 
ed in delays in filming, he asserted. 

Alexander Griffin, Al Paul Lef- 
ton Co. v.p., said his agency pre- 
fers to work with a producer which 
has enthusiasm for the assignment. 
He said the agency permits such 
an enthusiast to deviate from the 
storyboard when his suggestions 
are worth incorporating. 


‘Looney Tunes’ Sponsor List 
Numbers More Than 25 

More than 25 national advertis- 
ers are included among the partic- 
ipating sponsors of “Looney 
Tunes,” the Guild Films syndicated 
series, according to E. H. Ezzes, 
v.p. in charge of sales for the com- 
pany. The cartoon film is now ap- 
pearing in more than 79 markets. 

Meanwhile, another Guild Films 
attraction, “Confidential File,” has 
been sold in four more cities. This 
gives the 30-minute crime docu- 
mentary a syndicated lineup of 
nearly 100 stations. 


Huffman Names Epstein A.M. 

Bruce D. Epstein has been ap- 
pointed advertising and sales pro- 
motion manager of Huffman Mfg. 
Co., Dayton, maker of Huffy wheel 
goods and Huffy lawn mowers. Mr. 
Epstein formerly was advertising 
and sales promotion manager of 
Lau Blower Co., Dayten. 


FREE OFFER 


If you're @ rated concern, and response to your 
latest moail-sales effort was not as expected, send 
me complete mailing for new kind of analysis 
based on human reflexes. This FREE analysis may 
save you mony dollars on your next moil-sales 
letter or advertisement. 


NO COST — NO OBLIGATION 
Just tear out this offer. Hand to your secretory. 
Tell her to send sample mailing today. This FREE 
offer good only if you mail your material for 
free analysis NOW! 


JAQUES, Mail-Sales Specialist 


; 


“UNDERWOOE 


» 
& Herega NewsPlant for 


” The best machines for 
business everywhere 


FACTORY SITE—This 52x28’ sign, featuring a cut-out of an Underwood 
typewriter, marks the site of the company’s proposed new factory 


at Brainard Field in Hartford, Conn. 
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Roadsides Becoming 
‘Junk Dumps’; Merrill 
Urges Education 


New York, Nov. 22—Gen. Frank 
D. Merrill, who commanded World 
War II’s “Merrill’s Marauders,” 
today called on package goods 
makers to allot a small part of 
their national advertising to mes- 
sages urging people to stop using 
the outdoors as a “giant garbage 
can.” 

Gen. Merrill, who is list v.p. of 
the American Assn. of State High- 
way Officials, told the national 
advisory council of Keep America 


Beautiful Ine. that self-interest 
dictates the need for effort on the 


| part of industry to help educate 
consumers to eliminate the “tons 
of junk” they scatter on roadsides. 

“Every possible container label,” 
he said, “should bear the emblem 
of ‘Keep America Beautiful’ to 
bolster the anti-litter campaign.” 


Hopt Made Disston A.M. 

George Hopf has been named 
advertising and publicity manager 
of the new Henry Disston division 
of H. K. Porter Co., Philadelphia, 
succeeding John Dingee, who re- 
joins the sales department. Mr. 
Hopf has been associated with the 
Disston organization for nearly 30 
years. As previously reported (AA, 
Nov. 14), St. Georges & Keyes will 
replace Geare-Marston as Disston’s 
agency. 


Tall Pine Farm, Wrentham, Mass. 
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Advertising Age, November 28, 1955 


AFA Names Committee, 
Judges for Woman of Year 
The Advertising Federation of 
America has named Bonnie Dewes, 
account executive with D’Arcy Ad- 
vertising Co., St. Louis, general 
national chairman of the 1956 Ad- 
vertising Woman of the Year com- 
mittee. Judges to select the ad- 
woman of 1956 are Clarence E. 
Eldridge, exec. v.p. of Campbell 
Soup Co.; Leo Burnett, president 
of Leo Burnett Co., and Herman 
Sturm, director of advertising, Na- 
tion’s Business. Serving on the 
committee with Miss Dewes are 
Elizabeth Scott, Philadelphia Elec- 
tric Co., national publicity chair- 
man, and Mrs. Margaret H. Smith, 
New Center Secretarial Service, 


Detroit, national finance chair- 
man. 

Inaugurated in 1947, the Adver- 
'tising Woman of the Year award 
is under the sponsorship of the 
_AFA’s council on women’s clubs. 
The award will be presented at 
|\the AFA’s annual convention in 
Philadelphia, June 10-13. 


Three More Join ARF 

Three more universities have 
become associate academic sub- 
\scribers to the Advertising Re- 
search Foundation. They are the 
University of Kansas, University 
of Washington and the State Uni- 
versity of Iowa. Their election 
brings to nine the number of uni- 
versities which have joined ARF 
during the past few months. 


Lucas Cites Agencies’ Personnel Handling 
Improvement; Four A’s Exam Dates Are Set 


New York, Nov. 22—Advertis-|ant and chairman of the depart- 
‘ing agencies’ improving approach | ment of marketing at New York 
‘in handling personnel problems is| University’s graduate school of 
reflected currently in (1) accept- | business. 

ance by agency management of| He spoke last week at a 
broad social responsibility, (2) the meeting of the New York exami- 
increasing importance of advertis-| nations committee of American 
ing in the economy and (3) the) Assn. of Advertising Agencies; the 
| growing complexity of the adver- lunch was given by J. Walter 
'tising agency itself. Thompson Co. Guests included col- 
| “In today’s advertising agency | lege placement directors and pro- 
_ there are 50 or more specialized _fessors of marketing, plus a num- 
| jobs, and there are places for a lot ber of national advertisers and 
| of people who would not have been | media representatives. 

hired by the agencies a compara-| 

tively few years ago,” said Prof. |= The meeting was called to dis- 
Darrell Lucas, advertising consult- cuss the tenth annual Four A’s ex- 
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aminations for advertising which 
aim to attract qualified college 
seniors and young business people 
into advertising. This year’s all- 
day aptitude and temperament 
tests will be given here at the 
Waldorf-Astoria Dec. 3. The ex- 
amination fee is $20. 

(The examinations also will be 
held in Philadelphia and Baltimore 
Dec. 3; in Pittsburgh Jan. 14; in 
Dallas, El Paso, Ft. Worth, Hous- 
ton, Oklahoma City, Los Angeles, 
Minneapolis and New Orleans Feb. 
11; Cleveland Feb. 25; Salt Lake 
City, San Francisco and Spokane 
March 24. Exams also will be held 
early in 1956 at Boston, Chicago, 
Detroit, St. Louis and Syracuse, 
but dates have not yet been set.) 

E. A. Gray, v.p. of Fletcher D. 
Richards Inc., chairman of the 
committee, said that examinees 
recommended for advertising are 
given personal advisory interviews 
by committee members. Lists of 
successful New York candidates, 
for example, are circulated both in 
the spring and fall among 400 
agencies in New York, New Jersey 
and Connecticut. The lists also are 
sent to about 150 advertisers, me- 
dia and suppliers. 


® The examination program is be- 
ing constantly broadened, Mr. Gray 
said, to include, in addition to 
advertising agencies, advertisers, 
radio and television stations, news- 
papers and magazines. Representa- 
tives of these groups now are ac- 
tively participating in the 
interviewing and placing of suc- 


cessful candidates. 


It also was reported that since 
1947, more than 5,000 young people 
have been tested. Follow-up ques- 
tionnaires, mailed to all candidates 
one, two and five years after tak- 
ing the examination, indicate that 
within five years three of every 
four examinees moved into adver- 
tising or a related field, such as 
publicity or sales promotion. 

A survey of employers of exami- 
nation candidates was said to show 
that only 4% of the examinees 
hired by advertising agencies have 
proved below average in compe- 
tence, while 60% proved above 
average, including 15% described 
as “top creative” people. 

The Four A’s examinations are 
handled by the Personnel Lab- 
oratory, an organization of psy- 
chologists specializing in person- 
nel work. 


Anti-Terge to Olian & Bronner 

Comfort Mfg. Co., Chicago, has 
appointed Olian & Bronner, Chi- 
cago, to handle advertising for its 
Anti-Terge protective hand cream. 
A campaign being planned will use 
radio, newspapers and tv in se- 
lected markets. Ruthrauff & Ryan, 
which formerly handled Anti- 
Terge cream, continues to handle 
the company’s Craig-Martin tooth 
paste, shave cream and other 
products. 
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Growth in Orlando, Fla., 


that is 
Circulation ABC City Zone 
23,324 - 1940 35,882 
43,912 - 1950 60,045 
53,774 - 1952 84,089 
66,811 - 1954 100,343 
71,367 - 1955 102,733 


Orlando Sentinel-Star has 
three times the circulation of 
Miami, Tampa, Jacksonville 
papers combined in our 5- 
county area. 


You can't get into Orlando 
without us. 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 
Orlando, Florida 


Nat. Rep. Burke, Kuipers & Mahoney 
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Hearst Advertising Service Coldwater Sets Trade Drive _ distribution. Coldwater represents | Soup-on-Rocks Goes South | March, is scheduled for Alabama, 
Shifts Titus, Hughes, Francis | Coldwater Seafood Corp., New 60 freezing and packing plants in Campbell Soup Co., Camden, | Arkansas, Florida, Georgia, Louis- | 
Hearst Advertising Service has | York, marketer of frozen seafoods | Iceland. It markets products under N. J., is concentrating its soup- | iana, North Carolina, New Mexico, 
appointed Paul Titus, formerly from Iceland, is launching a trade | the Icelandic and Fresher brand on-the-rocks promotion this win-| South Carolina, Tennessee and 
New York manager, to the new campaign in grocery and institu-| names. John D. Powers Co. is the ter in 10 southern states. Spot) Texas. Batten, Barton, Durstine & ' 
post of director of plans, research | tional magazines to improve its | agency. radio advertising, running through| Osborn, New York, is the agency. ' 
and promotion. Wallace Hughes, | 
previously head of automotive ad- 
vertising, has been named eastern 
regional manager. In Los Angeles, . 
Carl W. Francis, former manager 
of the Los Angeles Pictorial Liv- | 
ing, has been named office man- 


ager, succeeding Franklin S. Payne, 
recently named publisher of the . 
Lady Esther Plans 90-Day . 
4-Purpose Face Cream Offer 

Lady Esther, division of Zonite j 
Products Corp., Chicago, has 
scheduled a saturation tv and ra- 
dio spot campaign across the coun- rts 


try to promote a special 69¢ offer 
“Louisville was in its 90th year when my grandfather founded Brown-Forman 


| 
: 
| 
| 


j 


i 


of its 6-oz. size of 4-Purpose face 
cream which regularly sells for 
83¢. Point of sale material is avail- 
able for all outlets, 

Dancer-Fitzgerald-Sample, Chi- 
cago, is the agency. 


S ‘ kj ! Arou D di Distillers Corporation here in 1870. Since that time we have grown and 

tic im #4 benefited from Louisville’s vigorous industrial expansion and progress until 
with KLEEN-STIK today our employees total 1,234, with an annual payroll of nearly eight million 

dollars. The abundant supply of pure limestone water, highly essential to the 

Ad tae ach - iP past a production of fine bourbon whisky, and the city’s excellent air, rail and water 

course! Practically every type of transportation facilities make it an ideal location for industry. We are both 

Eitses ules rea and the sockams fortunate and proud to have been a part of, and to have prospered from, 

colette dscure ani aioe Louisville’s continuous growth and progress over the years.” 


use "em... more buyers see ’em! 


3-Way Bottle ‘'Booster”’ 
To boost all bottle goods sales, 


GLASS CONTAINER MFRS. 
INST., New York, furnishes this 
“triple-threat” piece to 6,000 U.S. 
bottlers. Creased lengthwise, a giant 
bottle-ca “pops up” for use as a 
“shelf-tatker™” . .. cut off at the 
score, it wraps around a pyramid of 
bottles, or forms a colorful sign for 
wall, window, or truck. Either way 
KLEEN-STIK STRIPS get it u 

easy and keep it up! Slick KLEEN- 
STIK application by GCMI Mktg. 
Director R. L. CHENEY, in league 


with JIM LEINDECKER and 
JOEL CONRON of KENYON & 
ECKHARDT ad agency. 


nl _ 


Brown-Forman, the nation’s largest independent dis- Already the world’s largest producer of major 

tiller, has a production capacity of more than 300 appliances, General Electric’s Appliance Park has 

barrels per day and warehousing facilities for better announced plans for a sixth manufacturing plant. 
than 105,000 barrels. The company recently ex- The new facility will make room air conditioners, 4 

panded its shipping facilities to accommodate 16 employ 900 additional people at full production and 

“Able” Airline Label trucks and 15 freight cars. Seven other major dis- increase General Electric’s vast manufacturing 
AMERICAN AIRLINES wes this tilling companies operate plants in Louisville. capacity in Louisville by about 264,000 square feet. 


colorful gold foil label, backed with 
_— KLEEN-STIK adhesive. 
he ticket clerk puts each piece of 
baggage thru an ingenious “‘ba 
tester’’, and presses a label on fom | 


approved piece. And here’s the 
““gimmick’’ —due to the special ad- Mw 44 
hesive, the label cannot be removed L O U | V i 
‘ without destroying it! (However, it oe 
REE 


sticks permanently for use on future ae 

flights.) ALLE HOLLANDER 

CO., INC., N.Y.C., did the “able” 

production in rolls for use with A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 
nd or automatic dispensers. 


) Have you a favorite KLEEN-STIK 


iota: §=§=$ORe Courier-Zournal -THE LOUISVILLE TIMES 


sample and full details, including 
the names of the people responsi- 


eer kn gr = Tar Ee eet 


; ble for designing and producing it. 382,689 Daily Combination * 313,261 Sunday ¢* Represented Nationally by The Branham Company 
i There’s a valuable surprise prize 
: for every contributor! 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue « Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Temple to Blaine-Thompson 
Temple Frosted Foods, Brook- 
lyn, manufacturer of frozen Chi- 
nese foods, has appointed Blaine- 
Thompson Co., New York, to 
handle its advertising, merchan- 


dising and sales promotion. The 
company formerly handled its ad- 
vertising direct. 


Liquidometer Promotes Solarz 
Sanford Solarz, supervisor of 


technical data, Liquidometer Corp.., 
Long Island City, N.Y., manufac- 
turer of liquid level gauges, has 
been promoted to advertising man- 
ager. He joined the company in 
1953. 


EFITED 


GEO. GARVIN BROWN 


PRESIDENT 


BROWN-FORMAN DISTILLERS CORP. y 


i LOUISVILLE’S 


ESOURCES 


‘ 


. 
‘ 
‘ 


en UP 79,000 IN FIVE YEARS — 


The world’s largest manufacturer of baseball bats, Hillerich 
and Bradsby Company, is also the nation’s fourth-largest pro- 
ducer of golf clubs. The 100-year-old firm produces the famous 
“Louisville Slugger” baseball bat and two well-known golf 


clubs 


— “Louisville Grand Slam” and “Power-Bilt’’. 


products are distributed internationally. 


Both 


27 


HOLIDAY GARB—Now the Philip Morris family of cigarets is changing 
into its holiday dress. The white pyramid that frames the Marlboro 
name has been converted into a white Christmas tree on the holi- 
day carton. On the Philip Morris carton, a modern village scene 
embodies the colors of the cigaret’s new package. The Parliament 
carton is white with sparkling red, gold and purple snowflakes. 


Polk Boosts Wahl, Fry: | Broadcasters’ Assn. Elects 
Appoints Pratt A.E. Ben Hovel, general manager of 
R. L. Polk & Co., Detroit, pub- WKOW and WKOW-TYV, Madison, 
lisher, has promoted William G.| has been elected president of the 
Wahl to supervisor of special serv- | Wisconsin Broadcasters’ Assn. 
ices in the direct mail division and Other new officers include Robert 
C. Norman Fry to sales manager| Bodden, general manager of 
of the central region of the divi-- WSWW, Platteville, v.p.; Don 
sion. Mr. Wahl, who joined Polk Wirth, v.p. and general manager of 
in 1930, will supervise the sales) WNAM, Neenah, treasurer, and 
of Polk’s mailing lists and direct| Mig Figi, general manager of 
mail services. Mr. Fry, who joined| WAUX, Waukesha, secretary. 
Polk in 1938, will direct all auto-| 
motive sales and sales of the Polk Bosco Expands into 14 Markets 
Market in the region. Bosco Co. has expanded adver- 
Polk also has appointed Fred- tising for its milk fortifier by buy- 
erick W. Pratt Jr. an account ex-|ing participations for children’s 
ecutive in the eastern region of the| television programs in 14 new 
direct mail division. Mr. Pratt | markets across the country. Bosco’s 
tormerly was with Time Ince. as a| total tv roster is now 79, Ruthrauff 
special assistant to the president. & Ryan, New York, is the agency. 


KANSAS CITY IS SOLD on 


POSTERS 
BULLETINS 
SPECTACULARS 


STALLUP ) 


NOW AVAILABiE... New Rotary Bulletin 


(STALLUP) 


E BEST A\Sarurs 


for advertising 

or any other 
reproductive use, 
need the best 
photoengraving craftsmen 
to capture on metal 


the subtle excellences 


of their work. 


rao 333 WEST LAKE STREET, 
na AT WACKER DRIVE 


ff Se CHICAGO 6, ILLINOIS 


een ica’s FINEST PHOTOENGRAVING PLANT 
LETTERPRESS 
GRAVURE 
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Loose Credit, Markup 
Ills Peril Market: Lebow 


(Continued from Page 3) the higher the proportion of a con- 
New fields will be offered, too, | sumer’s income ticketed for instal- 
as air travel and vacations recent-| ment payments, the smaller is the 
ly were—for use of credit. But Mr.| true “disposable” slice for daily 
Lebow reminded the group that | and impulse purchases. 


Pal 
& 


At the producer level, Mr. Le- 
bow saw a continued trend toward 
concentration. In 1950, he recalled, 
of 300,000 manufacturing compan- 
ies, the first five produced 12% of 
the total value of products made, 
and the leading 200 companies 
produced more than 40%. The 
proportion would be greater to- 
day, he believes. And this, he 
points out, is a factor in continu- 
ing mergers, diversifications and 


a 

lias over 400,00 
HH FF / 
GE. 

Established over » 
Quarter century 

Sterling Outdoor Adv. Co, 56 N. Summit St, Akron, Ohio 


Daily Effective 
per 100 showing 
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integrations. 

Yet, he reported, producers 
“must contend with the declining 
profit ratios, higher expense ratios, 
and the declining efficiency of re- 
tail selling.” One result, he said, 
will be the aforementioned break- 
through in distribution—the oper- 
ation by wholesalers of stores sim- 
ilar to catalog stores. Another 
result—particularly in fields where 
markups do not permit heavy ad- 
vertising—will be industrywide 
efforts to propagandize the con- 
sumer. 


® Here he cited the men’s cloth- 
ing industry, but went on in a 
satiric vein: “The neckwear man- 
ufacturers are part of this scheme 
but the shirt manufacturers are 
making more and more shirts to 
be worn without neckties. 

“The men’s overcoat manufac- 
turers are being asked to contrib- 
ute, but automobiles are being 
made for drivers who can slip in 
and out comfortably only when 
they are in the nude. 
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No matter how you measure it, the Salt Lake Intermountain market is BIG ... and 


growing bigger every day ... 5.7 percentage points above the U.S. Average! 1% million 


prosperous prospects locked in by the Rockies and Sierras have an effective buying 


income of nearly two billion dollars!* Almost a million of these people live in the ABC 
retail trading zone . . . where 8 out of 10 families daily read either The Salt Lake Tribune 


or the Deseret News and Telegram. Order the combined power of these two great 


Metropolitan newspapers to sell for you throughout this rich Mountain West Empire. 


Increase the impact of your advertising with color. 


*$1,861,568,000 to be exact! 


The Salt Lake Cribune 
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“The hat manufacturers are ter- 
ribly anxious, but more and more 
men go without hats. The topcoat 
manufacturers want men to buy 
their products, but more men wear 
raincoats than do topcoats even in 
clear weather. And the raincoat 
manufacturers are facing the com- 
petition of plastic raincoat makers 
who use electronic sealing and 
probably don’t have a sewing ma- 
chine on the premises.” 

Industrywide promotions have 
their problems: “Obviously both 
the potato growers in the State of 
Maine and the dairy farmers and 
their creameries will have to do 
a mighty propaganda job to prove 
to. the American housewife that 
both are essential to the normal 
diet and that neither product is 
necessarily guilty of expanding 
the American waistline.” 


® Producers have failed to under- 
stand the consumption culture they 
live in, he said, which may explain 
the misadventures of some of their 
products. Among producers who 
do understand this, some interest- 
ing developments recently took 
place, he asserted. A seafood pack- 
er rented a name familiar to con- 
sumers when Aquafoods brought 
out Carnation brand seafood. Dun- 
can Hines mixes have shot up. A 
baker is using the name Slender- 
ella under license, as do girdle, 
slip, stocking and dress makers. 

These producers have endowed 
their products with significance, 
Mr. Lebow thinks—something 
that’s important to manufacturers 
who cannot compete in the high- 
advertising race. 

The retailer is in a squeeze, and 
the pressures of forced consump- 
tion are shoving him. 

“The traditional policy of the 
fixed and uniform markup on 
mass-distributed items might be 
called ‘Maginot Line’ merchandis- 
ing,” said Mr. Lebow, “. . . subject 
to break-through, encirclement 
and outflanking. 

“Equally fixed and traditional 
are the lines of goods which many 
types of retailers stock and sell. 
The most flexible in this regard 
are the supermarkets and depart- 
ment stores.” 


= He said that if fair trade col- 
lapses in 1956, which he thinks it 
well may, “then we shall see vast 
changes in retail distribution. 

“Many lines of retail business 
have existed only because they 
had the artificial support of fixed 
prices. And the plain fact is that 
fixed prices and mass consump- 
tion are basically antagonistic pol- 
icies.” 


Curtiss Packages Nougat Bar 
Under ‘Wild Bill’ Label 


Curtiss Candy Co., Chicago, has 
signed a licensing agreement with 
the Wild Bill Hickok division of 
Delira Corp., Hollywood, to pack- 
age its Caramel Nougat bar under 
the Wild Bill Hickok label. The 
bar wrapper will show a likeness 
of Wild Bill and his sidekick, 
Jingles, and a premium offer of a 
pair of spurs, a deputy marshall 
badge and identification card. The 
new label will be introduced in 
North and South Dakota, Wiscon- 
sin, Minnesota, and the Upper 
Peninsula of Michigan. 

A substantial advertising and 
promotion campaign will back the 
introduction of the new bar. The 
drive, built around the radio ver- 
sion of Wild Bill Hickok, will run 
on stations in Grand Forks, Duluth, 
Sioux Falls and Green Bay. 

Point of purchase material and 
handbills telling about the pre- 
mium offer will support the drive. 


Turn-A-Bed Names Lewis 


Turn-A-Bed Co., New York, sofa 
bed manufacturer, has appointed 
Lewis Advertising, Newark, to 
handle advertising, merchandising 
and sales promotion. The company 
formerly placed its advertising di- 
rect. 
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These photographs by Minneapolis 
Star and Tribune photographer Earl 
Seubert, helped him win the 1955 
‘Newspaper Photographer of the 
Year’’ award in the annual Picture 
Competition for press photograph- 
ers. This competition is jointly 
sponsored by the National Press 
Photographers Association and the 
Encyclopaedia Britannica. 


Minneapolis 
Star znd Tribune 
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625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Auto Dealers, BBB 
Set Ad Standards; 
Delay Release to ‘56 


Wasauincton, Nov. 22—Advertis- 
ing standards for automobile deal- 
ers have been approved by the di- 
rectors of the National Automobile 
Dealers Assn. and the Assn. of 
Better Business Bureaus, but they 
will not be released until “around 
Jan. 1.” 

One reason for the delay, ac- 
cording to Jasper M. Roland, di- 
rector of industrial relations for 
the Assn. of Better Business Bu- 
reaus, is that it has been found 
necessary to make some “small 
changes,” mostly editorial in na- 
ture. Mr. Roland also explained 
that additional preparations are 
considered necessary before the 
standards are turned over to local 
better business bureau and dealer 
groups. 


ws Ina speech before the American 
Finance Conference in Chicago 


this one 


vertisement, a potential sale of over $1,000,000 is possible.” 


building better businesspapers... 

better businesspaper advertising 

Tue AssociaTep Business PUBLICATIONS 
Founded 1906 - 205 East 42nd St., New York 17, N. Y. 


RESULTS: “Over 150 individuals and chains were interested and 
38 of these are now handling a large volume. Others are bein 


set up as quickly as possible. It is estimated that from 


ad 


SCHEDULE: Three-page, four-color inserts in two merchandis- 


OBJECTIVES: To sell new types of concerns on handling roses 
and convince merchants that rose bushes medn extra profits. 


AGENCY: William F. Finfi and Associates. 


ing papers. 
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How Co-Op Rose Growers 
channels of distribution 


branch out into new 


last week, NADA President Frank 
H. Yarnell said “misleading and 
untrue advertising has had more 
to do with the chaotic condition in 
our industry than any other single 
thing.” 

Some of the dealer’s difficulties 
have been caused by “no money 
down” copy, although “we know 
that relatively few cars are sold 
on a true no money down basis,” 
he said. ~ 

“But more serious than the mis- 
leading advertising of terms is the 
misleading and in some cases un- 
true advertising of the deal itself,” 
he said. 

As an example, he told of a 


1956 popular car advertised at 
$995, all taxes paid, with power 
equipment available at extra cost. 
“The power equipment in this case 
was the motor,” he said. 


Mr. Yarnell reported that direc- 
tors of NADA and the Assn. of 
Better Business Bureaus had ap- 
proved the proposed advertising 
standards. 

“The mere promulgation and ap- 
proval of these standards will not 
accomplish the abolition of bad 
advertising,” he said, “but it is the 
first step in a determined cam- 
paign. 

“We expect to have the support 


jay ni ¥ ake oS 
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of car manufacturers and of all 
media, because certainly the clean- 
up of this bad situation is in the 
public interest.” 

Mr. Roland was here from New 
York today to work with NADA 
on editorial changes in the stand- 
ards, and to plan for their distri- 
bution. He said he believed the 
alterations would have to be sub- 
mitted to NADA’s executive com- 
mittee for approval. 


a He said the final standards will 
be in the nature of recommenda- 
tions, and will not be arbitrary 
standards. Local dealers and better 
business bureaus will be free to 


make such changes as they wish. 
He pointed out that standards for 
automobile advertising already ex- 
ist in a number of cities, including 
Chicago, Boston, Cleveland, St. 
Louis and Los Angeles. 

When the standards are distrib- 
uted, he said, they will be sub- 
mitted with a complete package 
for implementation. 


McCann Reassigns Wylie 
William A. Wylie has been 
named a radio-tvy account execu- 
tive of McCann-Erickson, New 
York. Previously, he supervised 
Bulova’s cooperative television 
programs for the agency. 
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Creative Selling, 
Service Are Beating 
Discounters: Sayre 


HONOLULU, Nov. 22—Many ap- 
pliance dealers are beating dis- 
count houses through creative 
merchandising and selling meth- 
ods. 

This is what Judson S. Sayre, 
president of the Norge division of 
Borg-Warner Corp., Chicago, told 
the conference of the Pacific Coast 
Electrical Assn. here. 

He said that price ranks fourth 
in the factors motivating consumer 


purchases. Topping price are con- 
fidence in the maker, style and | 
quality, and performance and | 
service, he said. 

Price competition is a “bogey 
man,” he added. 


™ He likened dealer competition 
to that between manufacturers. 
Performance and features at the 
right price, not price-cutting tac- 
tics, elevate 2 company to a top 
position, he said. 

He listed 10 fundamental ways 
for dealers to beat the price bogey: 

1. Have a store in a good traffic 
location of a shopping area which 
is patronized by the community. 


2. Carry and display the best 
lines of products in which you 
have complete confidence and 
carry no more than three such 
lines. 

3. See that your selling person- 
nel is fully trained and conversant 
with all the facts and features of 
each product. 

4. Carry out continuous mer- 
chandising activities that stimulate 
the people in your own store and 
bring traffic into the store. 

5. Use your windows for display- 
ing new products, special promo- 
tional models and for inducements 
to get sidewalk traffic into your 
store. 
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6. Use direct mail to selectedNew Yorker, New York Times 


lists. 

7. Have salesmen use the tele- 
phone for contacting people. 

8. Pay adequately and reward 
special efforts. 

9. Build and sell confidence in 
your store. 

10. Handle all service calls and 
complaints immediately. 


West Mill Launches Winter 
Drive for Lord West Formals 
“It’s for fun to go formal” is the 
ad theme for the winter campaign 
scheduled by West Mill Clothes, 
New York, for Lord West formal 
wear. Half-page insertions in The 


net paid circulation 
where: 


308,834 do read the advertisements...* 


171,782 of them have been helped to form 
a business decision by the ads...” 


135,898 do directly respond to advertise- 
ments in The Wall Street Journal* 


ni SOURCE f 
rhe Wall Stee ourna’ : 


ADVANCE COPIES READY NOW! 


Send now for this brand-new proof 
of where you get the most in buying 
power! Write, wire or call any Journal 
advertising sales office . . . Ask for 
The Wall Street Journal Index to Sub- 
scriber Buying Power. Loaded with 
meaningful information showing 
where advertisers get the most “pull” 
for their advertising. 


DALLAS, 911 Young St. 


PUBLISHED AT: 


NEW YORK, 44 Broad St. CHICAGO, 711 W. Monroe St. 
SAN FRANCISCO, 415 Bush St. 


Migazine, college newspapers, 
theater programs and several in- 
dependent Sunday supplemerits 
will be backed up by b&w pages in 
Men’s Wear and Esquire’s Apparel 
Arts. 

The theme is illustrated in the 
ads by fashion photographs super- 
imposed on various accessories 
which illustrate “black-tie” oc- 
casions—champagne bottles, opera 
glasses, a restaurant table setting, 
a wedding cake, for example. 
David J. Mendelsohn Advertising 
Agency, New York, is the agency. 


Paul Kwartin Appointed 

Associated Artists Productions, 
New York tv film company, has 
named Paui Kwartin to head its 
new national sales division. He 
formerly was Associated’s agency 
representative. 


Frederick Dodge Moves Office 

Frederic N. Dodge Co., manage- 
ment counselor, has moved to 141 
E. 44th St., New York. 


You Get Far More 
Than Metropolitan 


DECATUR, Illinois 
When You Buy... 


THE 


HERALD 


AND 


REVIEW 


100%* fn. 


DECATUR METROPOLITAN AREA 


@ Population: 108,800 

@ Retail Sales: $140,338,000 
@ Food Sales: $ 30,397,000 
@ Auto Sales: $ 30,155,000 


62.1% ‘sn 
coverage 

DECATUR OFFICIAL 

RAND McNALLY 10-COUNTY 


TRADING AREA 


In 1954, Rand McNally re-evaluated 
the Decatur Trading Area, raising it 


from a six-county to a ten-county 
market. 


@ Population: 284,600 

@ Retail Sales: $308,747,000 
@ Food Sales: $ 65,092,000 
@ AutoSales: $ 71,265,000 


49.4% fant 
e"F/0 coverage 
TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


@ Population: 408,300 

@ Retail Sales: 34,980,000 
@ Food Sales: 93,008,000 
3B Ate Sales: 01,000 


Annee Srv, 1986 
Write for “The | Decatur Story”. 


See the spectacular expansion of 
The Boom City of Illinois 


DECATUR 
Herald ana Review 


A Lindsay - Schavb Newspaper 
Member Winch Coles Ghats iene 


Jann & Kelfey, Ine. Nat'l. Reps. 
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ELKS AVERAGE 7 bis ny OO um 


“4 VACATIONS! 


81% of 1,065,630 Elks 

(ABC Dec. 31, 1954) travel while 
on vacation. Of these, 93.9% 
travel in the United States. 
Average distance—2,164 miles. 
Average vacation period — 


19 days. 


To sell this mass market of family men 
with class incomes, 
schedule 


Largest circulation 
of any fraternal magazine! 


MAGAZINE 


New York * Detroit - Chicago - Los Angeles 


THE 


YH Bo 


2,164 MILES 


YOU'LL SELL MORE BREAD 
with these $60,000* 


Animated Cartoon 


—X*: 
Us EAD COMMERCIALS 
. @: * Original production cost. This has already been 
nee ; — paid by one of the country’s largest bakers. This 
SS ps is what it cost to produce these films from the 
oa start, but you can get them for a tiny fraction of 
7 the original cost. 


Here’s what you'll get: = : 


FULLY ANIMATED FILMS—Animated cartoons are | : 
top salesmen on TV. You get full, not partial, === ( 
animation. \ 

SHOWS YOUR WRAPPER OVER AND OVER—Your 
wrapper appears in the animated cartoon se- 
Seer. It's also shown full screen size repeat- 
edly. 

YOUR BRAND NAME REPEATED OFTEN—Your brand 
name, slogan and the sales slant you are now 
using are made part of each commercial. Entire 
sound track is made to your order. 

FAST-MOVING ACTION THAT PACKS A SELLING 
WALLOP! —This series was created by baking 
industry people to fill the need for top-flight 
television commercials for bread. It’s tested and 
proved—is now doing an outstanding job of 
increasing bread sales for bakers in one-fifth of the country. 

EXCLUSIVE USE— No one else can use it in your market—ever! Extra prints 
guaranteed available up to three years. 

POINT-OF-SALE TIE-IN— Attractive cartoon youngsters (named for your bread 
in the film) offer many possibilities for merchandising. 

USE AS TV SPOTS AND IN PROGRAMS — Strong appeal to both children and 
adults makes these commercials appropriate for use at any time during 
the television day—as spots, in programs, or within participating shows. 

TAILORED TO YOUR BRAND—You get strong identification of your brand 
name throughout, in both sight and sound. These films look as though 
they were specially made for you—top quality production puts your 
commercials up with those of America’s biggest television advertisers. 

Low COST—Because original production costs have been paid, this series is 
practical for even LIMITED ADVERTISING BUDGETS. 


AVAILABLE QUICKLY—Prints will be de- 
livered ready for use within 35 days. TELEVISION DIVISION 


DON’T DELAY! wy 
Fum 


This series is available to 
enty Gee: Reher eo market. . . 106 Alexander Bidg., Colorado Springs, Colo. 
MAIL THE COUPON NOW FOR FULL DETAILS—No Obligation. 


ALEXANDER FILM CO., 106 Alexander Bidg., Colorado Springs, Colo. 


Send detailed description of Animated Cartoon TV Film Commercials for bread. 


NAME 


ADDRESS 


city STATE 


Canco Extends | 
Tie-in Ad Support 
to Broadcast Media 


New York, Nov. 22—American 
Can Co. will increase its support 
of tie-in advertising by soft drink 
canners and for the first time will 
include tv and radio tie-in ads. 

D. B. Craver, v.p. in charge of 
sales, said that the program, 
beginning immediately, will pro- 
vide payments of 25% of the time 
costs for tv and 20% for radio for 
soft drink canners featuring their 
brands in Canco’s container, trade- 
marked Miracan. 

“Canco,” Mr. Craver said, “will 
continue to channel its advertising 
appropriations through its custom- 
ers’ advertising. As it did during 
1955, Canco will pay 742% to 20% 
of soft drink canners’ newspaper 
advertising space costs when the 
ad includes a Miracan tie-in with 
their own brands, and 10% to 20% 
of the canners’ retailer cooperative 
advertising that includes mention 
of Miracan. The rates to be paid,” 
he said, “depend on the sizes of 
the ads and the extent of the 
trademark usage.” 

The company’s consumer sam- 
pling program using part-payment | 
coupons in selected soft drink| 
markets is being stepped-up, Mr. | 
Craver said. There will be repeat 
programs in some areas, he said, 
and new markets will be added 
where distribution of carbonated 
beverages in Miracans is at an 
adequate level. 


® Both the couponing and adver- 
tising programs will be continued 
through the winter. In addition, he 
said, part payment of costs for 24- 
sheet posters may soon be offered. 

American Can Co. mails coupons 
to one in every two families in 
selected market areas. The coupons 
are worth 10¢ to 20¢ for any soft 
drink packaged in Miracans. 

As previously reported (AA, 
Aug. 15, 22), the Miracan cam- 
paign started last June in several 
test markets. In August the com- 
pany used a spread in Life and 
pages in 15 business papers. In ad- 
dition, it supported an extensive 
tie-in ad campaign. The basic idea 
behind the program, Mr. Craver 
said, is to help the soft drink in- 
dustry carry on vigorous advertis- 
ing and promotion at all seasons of 
the year. 

Advertising involved is handled 
for Amerigan Can by Young & 
Rubicam, and by the agencies of 
the individual soft drink canners 
who participate in the program. 


‘Holiday’ Names Williams, 
Collins to Ad, Promotion Posts 
W. B. Williams has been named 
advertising manager of Floliday 
and John Collins has been named 
promotion manager. Mr. Williams 
was formerly in the promotion de- 


John Collins W. B. Williams 


partment of The Saturday Evening 
Post; Mr. Collins was merchandis- 
ing manager of Holiday. 

Holiday also has appointed 
Brooke Supplee merchandising 
manager, James R. Powell assist- 
ant advertising manager and Marie 
Bohnaker as retail manager. These 
changes follow the resignation of 
Orrin Spellman, formerly adver- 
tising and promotion director, who 
joined the Philadelphia office of 
Kenyon and Eckhardt as v.p. and 
manager. 


Getting Personal 


First son (second child) was born Nov. 13 in Evanston Hospital 
to Pat and William G. Vanderpool. Bill heads his own display ad 
concern in Chicago. The newcomer has been named Robert. . . 

It’s a third son—born Nov. 4—for Harry Pesin, copy chief of The 
Rockmore Co., New York... . 

Rosser Reeves, chairman of the board of Ted Bates & Co., New 
York, has been elected president of the American Chess Foundation. 
Last June he captained the U.S. chess team that competed against a 
Russian squad in Moscow... 

Plans for a spring wedding have been made by Suzette Pyle Spit- 
zer, Southport, Conn., and Julien Dedman, advertising manager of 
Charles Scribner’s Sons, New York... 

Robert W. Sarnoff, NBC executive v.p., has been elected to the 
board of directors of the National Multiple Sclerosis Society. Last 
year he directed the society’s fund raising drive. . . 


VACATIONERS—Sun-soaking as they wait for buffet lunch on the 

poolside deck at Camelback Inn near Phoenix are Mr. and Mrs. 

Henry Haupt. Mr. Haupt is v.p. in charge of the Chicago office of 
Batten, Barton, Durstine & Osborn. 


Harold Hall, business manager of the New York Times, has been 
named chairman of the newspaper publishers division of the United 
Hospital Fund’s 76th annual fund-raising appeal... 

Arthur Gross, assistant sales manager at Guild Films, underwent 
minor surgery Nov. 15 in New York...Newly elected selectman 
in Weston, Conn., is William Burnham, sales v.p. of Transfilm. Since 
he serves with two other men, this makes Mr. Burnham one-third 
of a mayor... 

Max Savitt, secretary and treasurer of WCCC, Hartford, Conn., 
has been named “Hartford’s Outstanding Citizen of 1955” by Lt. 
C. C. Robinson Post, VFW... 


25 YEARS WITH GARDNER—Tony Shimkus (left), growp service man- 
ager of Gardner Advertising Co., St. Louis, has spent 25 of his 40 
years with the agency. Here, Elmer Marshutz, president, helps him 
into a gold watch marking the occasion, while Charles E. Claggett, 
senior v.p. and general manager, offers congratulations. 


Paul W. Darrow of the art bureau of N. W. Ayer & Son Inc., 
Philadelphia, has won the Dawson Memorial Medal in the 38th an- 
nual exhibition of the Philadelphia Water Color Club. The medal 
was awarded for his “Spring Still Life,” one of two water colors 
by him which were accepted for exhibition... 

Two new public schools in New York will be named for former 
executives of the New York Times—the late Adolph 8S. Ochs, for- 
mer president and publisher, and the late John H. Finley, former 
editor of the editorial page... 

Hermann Zapf, internationally known type designer and callig- 
rapher, and art director of Stempel Type Foundry in Germany, 
was elected an honorary member of the Type Directors Club, while 
visiting the U.S. recently. . . 

Suzanne Crosby and Thomas 8S. Murphy were married Nov. 5 in 
Spring Lake, N.J. He’s general manager of Hudson Valley Broad- 
casting Co., and the son of Justice Charles E. Murphy, past presi- 
dent of the New York Adclub... 

Typographic Service Inc., Philadelphia, has endowed a $1,000 
scholarship fund for the Philadelphia Museum of Art for students 
in their third or fourth years of training. The fund will be the 
equivalent of the tuition for two full-year courses in advertising 
art... 
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Selling New Cars? 


Chicago Daily News 


where advertising gets | 
maximum home coverage . . . 


Advertising in Chicago? reaches the people 
| who are buying new cars. 


| Where Are You Placing Your 


In Chicago and suburbs, 
the Chicago Daily News reaches 
the most able-to-buy households 


at the least cost of 


any Chicago daily newspaper. 


See your Daily News representative for all 
the facts on the home coverage study, pre- 
pared by J. R. Brady & Associates. 


See . ~2— . - wae i 


4 a se. ee 


Here’s the score on new car advertising in Chicago daily newspapers 
for the first ten months of 1955: 


TSR. PA eee eae 
Daily Tripeme. . os. 
Eeaily America... .%. .. «% 
Daily Sun-Times. ......-. 


973.086 lines 
$81,490*lines 
688,474 lines 
516,842 lines 


*Zone Linage Included 
Source: Media Records, Inc. 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper ‘ 


New York Detroit Miami Atlanta Los Angeles San Francisco 
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Helping those 
ae os to be doing well 


a do BETTER is our main object. 
w good our intentions are you will 
JAY P. rae in our free booklet. Send for it. 


WA LK advertising typography 


11 E. HUBBARD, CHICAGO 116 MOhawk 4-6 


Ferry-Morse Returns to CBS 

Ferry-Morse Seed Co., Detroit, 
will return for the 12th year as 
sponsor of the “Garden Gate” se- 
ries over CBS Radio. The show 
will be broadcast Saturdays at 
9:45 a.m., EST, starting Feb. 25. 
MacManus, John & Adams is the 
agency. 


284,706 corporate officers or titled executives 
pay for and read THE ROTARIAN. 


81% are in industry or business 
19% are in the professions 


and 90% buy material, equipment, supplies 
a} P PP 


or services for their 


Reach these men a and economically through 


their own magazine . 


. THE ROTARIAN. 


313,889 Average Total Net Paid ABC (Dec. 1954) 


Erwin, Wasey Moving 
to Newly Illumined 
(by Sunlight) 3rd Ave. 


New York, Nov. 22—The word 
last week was that Erwin, Wasey 
& Co., which has been calling 
Lexington Ave.’s Graybar Bldg. 
home for the past 30 years, is go- 
ing to move—to Third Ave., a 
hitherto shadowy artery famous 
for antique shops, Chambord’s, 
Tim Costello’s and P. J. Clarke’s, 
but nary an advertising agency. 

Erwin, Wasey, whose $40,000,- 
000-plus billings puts it in the 
blue-chip category, is the first 
major agency to make the switch 
to Third, which is rapidly taking 
on the look of a brand new thor- 
|oughfare, now that the El is gone 


Advertising Age, November 28, 1955 


and new office buildings are go- 
ing up. 

The agency has leased 20,000 sq. 
ft. at 711 Third Ave., a 20-story 
office structure that will be ready 
for occupancy in the spring. 


FR Corp. Using Spreads 

FR Corp., New York, will use 
spreads for the first time in Jan- 
uary issues of photo fan magazines 
featuring the company’s line of 
equipment, chemicals and acces- 
sories. Wexton Co., New York, is 
the agency. 


Christopher Adds 2 Accounts 

Robert Christopher Agency, Chi- 
cago, has been appointed to handle 
advertising for Federal Tool Corp., 
maker of plastic housewares, and 
Gerts-Lumbard & Co., producer of 
paint brushes. 


“DIAL 970” is growing /fast.. 


~— 


ale 


© 


LOUISVILLE 
NBC AFFILIATE 


5000 WATTS °* 


SPOT SALES 


Exclusive National Representatives 


WAVE is its Mother! 
MONITOR is its Father! 
WEEKDAY is its Kissin’ Cousin! 


© 


A LTHOUGH only a few weeks old, WAVE’s exciting new radio 
service — DIAL 970 — has already made a BIG name for itself 
in the Louisville Area! 


Listeners love its Monitor-like format . 


people to action! 


. . its informality... 
its immediacy. Advertisers love DIAL 970’s “new look in radio” 
— its freshness and vitality — and the way it stirs 


DIAL 970 is a coordinated group of programs that’s skillfully 


blended with Weekday to provide a continuous flow of music, news, 
weather and traffic reports, interviews, sports and household 


as 6 a.m., or as late as midnight. 


Better hurry! 


DIAL 970— 


features. It’s heard eleven sparkling hours each weekday, 
with participations and spots available as early 


Ask NBC Spot Sales for full detaiis. 


WAVE’S DYNAMIC NEW RADIO SERVICE 
FOR A DYNAMIC NEW LOUISVILLE! 


AP Sap int Sommer ie STETSON STRAW 


ee | 
Nes I 


The ventilated 
MILAN #10 


AIRY STYLE—Ventilation feature of 

its 56 line of straw hats is pointed 

up in this magazine ad, part of 

Stetson’s drive for next summer’s 

sales. Gray & Rogers, Philadelphia, 
is the agency. 


Stetson Plans Push 
for ‘56 Straw Hats 


PHILADELPHIA, Nov. 23—To pro- 
mote a record straw hat season in 
1956, John B. Stetson Co. has gone 
to full color in a lively ad cam- 
paign based on suggestion selling 
and impulse buying. 

Stetson’s 55 straw hat sales vol- 
ume was its highest in 20 years. 

The style-conscious male was 
given a new, more stylish straw 
last summer. Style, color and a 
smaller-looking hat will be em- 
phasized in the new ad campaign 
now being planned by Stetson’s 
agency, Gray & Rogers. 

Stetson is also using a tie- 
in promotion stressing complete 
wardrobes. “Step into Summer in 
a Stetson Straw” is the consumer 
theme. It will be kicked off with 
color pages primarily in Esquire 
and Time. 

A special promotional kit, con- 
sidered a new merchandising serv- 
ice in the straw hat field, is also 
being prepared by Stetson for its 
retailers, including swatches and 
detailed hat sketches for window 
and counter displays. 


a Stetson told ADVERTISING AGE 
this will be the most comprehen- 
sive merchandising program ever 
undertaken for straws. 

One ad in the series is illus- 
trated with artwork showing a 
man wearing a Stetson Royal Bali- 
buntl straw hat as he dons a pair 
of sun glasses. Copy describes that 
style and the variety of colors 
available. 

Another shows a profile of a 
man wearing the ventilated Milan 
style. The ad also carries a photo 
of a hand holding the same model, 
illustrating the ventilation fea- 
ture. 


ANA Publishes Booklet 
on School Film Criteria 

“Criteria for Business-Sponsored 
Educational Films,” a 16-page 
booklet describing how business 
can aid education by producing 
films that meet school curriculum 
needs, has been published by the 
Assn. of National Advertisers. The 
criteria cover 22 basic points 
grouped under four main catego- 
ries. 

Prepared by ANA’s film steer- 
ing committee, the booklet may be 
ordered from the association, 285 
Madison Ave., New York, at $2 a 
copy. 


Houston Heads Parrish Office 


Henry A. Houston has been ap- 
pointed manager of the new De- 
troit office of Amos Parrish & 
Co. in the Whittier Hotel. Mr. 
Houston, formerly an account ex- 
ecutive with Ross Roy Inc., also 
has been with Young & Rubicam, 
Kenyon & Eckhardt and J. Walter 
Thompson Co. 
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TOP TEN BRANDS IN 


1955 Consumer Inventory and 
Product Availability Audit 
Of Retail Stores 


The new Houston Post study made by Dan 
E. Clark, II, & Associates, Inc., presents the Top 
Ten Brands in Houston, Texas. It pictures the 
Houston market — by family —for foods, bever- 
ages, household products, drug sundries, toiletries, 
appliances, automobiles, and other products. The 
survey shows brand preferences in households 
and distribution in grocery and drug stores. Just 
off the press. Contact your Houston Post or 
Moloney, Regan & Schmitt Representative for 


your copy. 


The Houston Post is the only newspaper in the 
South offering Starch Newspaper Readership Sur- 
veys. Through your Starch Reports of The Houston 
Post you will be able to find out how well your 
message rates in comparison with similar advertise- 
ments in the Houston market. 


Tear out this ad for your reference file. You are 
cordially invited to schedule ads in these particular 
Post issues. 


The new Top Ten Brands Study and the Starch 
Newspaper Readership Survey are part of The Hous- 


ton Post’s program to create better newspaper re- 
search tools to serve you. 


HOUSTON 


STARCH READERSHIP REPORTS 


1956 STARCH 
SURVEY DATES 


February 16 
March 15 
a April 12 
May 17 
June 14 
September 13 
October 11 
November 15 


Represented Nationally 
By Moloney, Regan & Schmitt 
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Well known... 
Really appreciated... 


: — * & 
} HENNESSY 
THE WORLD'S PREFERRED 


COGNAC BRANDY 


84 PROOF * Schieffelin & Co., New York 


Product Services Plans Office 


Product Services will open a 
branch office in Hollywood around 
the first of the year to handle the 
agency’s increased radio and tv 
business. Les L. Persky, president, 
is looking for a man to head the|- 
new office as well as someone to 
become v.p. in charge of radio and 
tv in New York. Mr. Persky said 
his agency is now billing at the 
rate of $5,000,000 a year. About 
80% of the money is being spent 
in radio and television. 


Unger, Hughes to Biow-Beirn 
Joseph Unger, formerly mar- 

keting director of Grey Advertis- 

ing Agency, has joined Biow- 


8 Se SS en eal 


Advertising Age, November 28, 1955 


BREECH 
For Oity Hair 
For Normal Hair 


Beirn-Toigo, New York, as v-D. in| jew ouTpooR CAMPAIGN—John H. Breck Inc., manufacturer of var- 


charge of sales promotion on the 
Whitehall Pharmacal Co. account. 
Robert G. Hughes, formerly with 


ious hair and scalp preparations, is using outdoor advertising for 
the first time. In addition, the company is using national magazines, 


Ted Bates & Co., has joined Biow- newspapers, car cards and spot tv through Charles Sheldon Inc., 


Beirn-Toigo as a copy group head. 


Springfield, Mass. 


offices mentioned in the text really exist. 


Grit—weekly best-seller in America’s least exploited market 


A figure Filbert (S.C., W.Va.) from Fiftysix (Ark.) 
has figured out that the Grit market is bigger than 
Cleveland, Pittsburgh, Washington, Rochester and 
Indianapolis combined. 

But advertising aimed at metropolises misses the 
people in this market. They're grass-roots people— 
spread out all over the U.S.A. in towns like the ones 
from which we snagged the postmarks. Towns more 
than a hoot and a holler away from big cities. 
Towns no commuter’s local ever whistled at. True 
small towns. 

The weekly Grit audit now hits 800,000 copies 
in 16,000 towns—and keeps on going. That means 
better than 334 million readers. And 58.54% of 
them in towns of 2500 or less! No other national 
magazine comes even close to such small-town con- 


all 


~++e +e eeeee + + + 


centration. Which is one important reason why 
small towns represent America’s least exploited 
market. 

Grit belongs in small towns the way chocolate 
cake does in church suppers. Small-town people 
live by it. They get their news, fiction, games, 
comics, menus, patterns, workshop plans, child- 
raising hints, poetry and puzzles from Grit. 

And it’s their buying guide, too. We've 20 years’ 
documentary proof of that. The best proof, though, 
is your own. That costs about $1 per town per year 
for a full-scale, large-space campaign. Take your 
Place (Ky.) in the small-town Sun (La.) with Grit! 


Grit Publishing Co., Williamsport, Pa. ¢ Represented by Scolaro, Meeker 
& Scott in New York, Chicago, Detroit, Philadelphia; and by Doyle & 
Hawley in Los Angeles and § 


an Francisco 
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All postmarks are actual reproductions. Post 


Seagram Schedules 
Holiday Push for 
7-Crown, V.O., Gin 


New York, Nov. 22—Seagram- 
Distillers Co. has launched an in- 
tensified advertising campaign for 
the holiday season for Seagram’s 
7-Crown and Seagram’s V.O. 
whiskies and Seagram’s Golden 
Gin. 

Featuring the headline, “It’s the 
brand that makes the gift impor- 
tant!” Seagram’s 7-Crown ads will 
appear in 595 newspapers in b&w. 
In addition, two-color ads will be 
used in 150 newspapers during the 
three pre-Christmas weeks. 

National magaziries scheduled to 
carry four-color spreads include 
Collier’s, Esquire, Life, Look, and 
Time. 

Sharing honors in the stepped- 
up promotion, Seagram’s V.O. 
Canadian whisky and its Golden 
Gin will be pictured together with 
spreads in Collier’s and Life, and 
in single pages in Cue, Ebony, Es- 
quire, Fortune, Holiday, Look, 
Newsweek, Sports Illustrated and 
The New Yorker. Ads will start 
Nov. 29 in the weekly magazines 
and continue through December. 
In addition, 14 newspapers will 
be used. 

Elaborate point of sale materials 
for bars and stores have also been 
distributed. 

Warwick & Legler is the agency 
for Seagram’s 7-Crown. Roy S. 
Durstine Inc. handles Seagram’s 
V.O. and Golden Gin. 


Curtiss Buys TV Show 


Curtiss Candy Co., Chicago, has 
moved in as alternate-week spon- 
sor of “Tales of the Texas Rang- 
ers” on 62 CBS-TV stations. C. L. 
Miller Co. is the agency. General 
Mills continues as every-other- 
week backer of the Saturday 
morning show. 


Lindeman, Barney Adds One 

Imperial Furniture Co., Grand 
Rapids, Mich., has appointed 
Lindeman, Barney & Murdoch, 
Holland, Mich., to handle adver- 
tising. 


DIRECT MAIL 


IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 
U. S. Direct Mail advertising 
users efficiently and economically 
in the production of Mailing 
Lists — Printing — Letters — Ad- 
dressing — Premium Mail-away 
Saas, See ae 

a u -_ 
Mailing. 


HERBERT A. WATTS LIMITED 
177 King St. West, Toronto 
Canada 
Telephone: EMpire 6-1108 
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HOW LIFE FITS YOUR MARKET 


There are 19,100,000 households 
with incomes of *5,000 


or more in the U.S.... 


and more than 46%‘ of all households 
reporting incomes of *5,000 or more are reached 


by an average issue of 


In no other medium can an advertiser start with so large a share 
of the market and be sure he’s getting it. This is one of the good 
reasons why advertisers—for the past 9 years—have kept put- 
ting more of their dollars-for-selling in LIFE than in any other 
magazine. LIFE’s total audience of 26,450,000+ weekly is larger 
than that of any other magazine. 


*Based on: A Study of The Household Accumulative 
Audience of LIFE, by Alfred Politz Research, Inc. 


tA Study of Four Media, by Alfred Politz Research, 
Inc. 
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Dr. Pepper Sets 
$2,000,000 Ad 
Program for ‘56 


DaALLas, Nov. 22—Dr. Pepper 
will swing into 1956 with a $2,000,- 
000 ad program, nearly double its 
1955 budget. 

It will use television, radio, 
newspapers and outdoor, with tv 
schedules increased nearly 100% 
(50 cities) and outdoor increased 
70% (2,000 posters in 320 cities). 

Newspapers will share the big- 
gest responsibility in special pro- 
motions involving new packaging 
and premiums, the company said. 


= The program involves co-op ad- 
vertising, with Dr. Pepper sharing | 
costs of local advertising with its 
bottlers. 

The basic ad theme—The 
Friendly Pepper-Upper That Nev- 
er Lets You Down—will remain, 
but an additional copy head—The 
Nicest Thing That Ever Happened 
to a Thirst—will appear in many 
of the ads. 

Grant Advertising, 
the agency. 


Dallas, is 


Supreme Court Again Refuses 


to Hear Samish Appeal 
The Supreme Court, for the sec- 


Porter Buys Manufacturer 

H. K. Porter Co., Pittsburgh, has 
purchased Carlson & Sullivan, 
Monrovia, Cal., maker of steel 
rules and measures, to operate as 
part of its new Henry Disston di- 
vision (AA, Nov. 14), formed on 
the basis of its recent acquisition 
of the Philadelphia tool concern. 
Porter paid an undisclosed amount 
of cash for Carlson & Sullivan and 
acquired Disston in exchange for 
$6,000,000 of Porter’s new 4%4% 
preferred stock. 


Drug House Denies 


Brokerage Charge 


WASHINGTON, Nov. 22—Druggist 
Supply Corp., New York, has de- 
nied Federal Trade Commission 
charges that it has collected illegal 
brokerage charges and passed 
along the savings to wholesale 
druggists it represents. 

The corporation acknowledged it 
received income from companies 
it bought from on behalf of the 
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druggists, but it contended this 
represented consideration for serv- 
ices rendered and was not broker- 
age within the meaning of the 
Robinson-Patman Act. 


Tasti-Diet in Free Offer Drive 
Flotill Products Inc., Stockton, 
Cal., will offer a “first bottle free” 
of its Tasti-Diet nd-calories liquid 
sweetening in a campaign slated 
for daily newsvapers in 25 major 
marketing areas. Future ads will 
highlight the same free offer for 


other Tasti-Diet products. Buyers 
will receive full refunds for their 
purchases. Roy S. Durstine Inc., 
New York and Los Angeles, is the 
agency. 


Magazine Group Elects Riches 

Lawrence M. Riches, partner in 
Riches & Adams, publishers’ dis- 
tributor, and Northwest Magazine 
Distributing Co., Seattle, has been 
elected president of the Pacific 
Coast Independent Magazine 
Wholesalers’ Assn. 


ond time, has refused to hear an|™@ 


appeal by Arthur H. Samish, for-| a 


mer California liquor lobbyist fac- | @ 


ing a two year old prison sentence 
for federal income tax evasion. 
The second refusal cuts off Mr. 
Samish’s efforts to avoid serving a 
three-year jail term and paying a 
$40,000 fine imposed after a long 
trial which involved extensive 
testimony by top advertising agen- 
cy executives. 

The high court rejected the first 
appeal for a review of the Samish 
trial on Oct. 10. In the second re- 
jection Chief Justice Earl Warren, 
who was governor of California 
during much of Mr. Samish’s reign 
as a liquor lobbyist, took no part 
in the decision. 


Four A's Elects Two 

Robert M. Gamble Jr. Advertis- 
ing, Washington, and Charles 
Bowes Advertising, Los Angeles, 
have been elected to membership 
in the American Assn. of Adver- 
tising Agencies, New York. 


“Red” Quinian, Vice Pres., 
American Broadcasting Co. 
always carries his 


Minox 


camera 
because—it cannot be 
excelled for client public 
relations, monitoring TV 
programs, and microfilming 
important station and 
personal documents. in 

his work...for his pleasure 
—he uses the world’ s 
tiniest precision camera— 
so tiny (19x 3Y4"x 4%") 
—so light (2% oz.). fast 
f/3.5 lens. all speeds from 
Va sec. up to 1/1000 sec. NO 
FLASH NECESSARY FOR 
INSIDE SHOTS. you'll want 
@ minox, too! 


minox III-S with 

chain and case 1395¢ 
for literature and your 
dealer, write Dept. M 


KLING Fhoto Poem. 
235 Fourth Ave., 
New York 3, N.Y. 
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Association of TV 
Film Distributors 
Is New Group’s Name 


New York, Nov. 22—Sixty tv 
film executives, meeting here last 
week, decided on Assn. of Televi- 
sion Film Distributors as the ten- 
tative name for their new industry 
organization. 

Ground work for the organiza- 
tion had been laid by a steering 
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committee headed by Dwight Mar- 
tin, of the General Teleradio film 
division. 

Membership will be open to all 
companies in the tv film distribu- 
tion business. Applications for 
membership will be accepted be- 
tween now and the first of the 
year, with the hope of getting 
enough support to elect officers 
and set up an office staff to start 
work next year. 

The association hopes to “re- 
solve the mutual problems con- 


fronting all tv film distributors.” , 


High priority will go to the 
problem of getting better time 
clearances for syndicated series. 
The group hopes to start with a 
$100,000 budget. A managing di- 
rector will be named to head the 
association. 


Daniel Sullivan Names Three 
Daniel F. Sullivan Co., Boston 
agency, has appointed Gilbert A. 
Starr merchandising director. He 
formerly was an account execu- 


tive with Chambers & Wiswell and 
merchandising director of Henry 


_A. Loudon Advertising. The agen- 


cy also has appointed Evelyn Dunn 
to work on promotion and mer- 
chandising for food accounts and 
David F. Johnstone to work on 
the research and contact staffs. 
Miss Dunn formerly was in the 
advertising departments of Bailey 
Co., Cleveland department store, 
and B. F. Goodrich Co.; Mr. John- 
stone has been with Richard A. 
Foley Advertising Agency. 
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For the first nine months of '55 compared with '54, 


There is no better measure of a market than the volume of newspaper advertising—and this endorsement of the 
newspapers that serve Memphis and the Mid-South is an accurate reflection of the increased business activity 
down in our part of Dixie. 


all three Memphis papers have a total lineage gain of 


Come on in—The Selling’s Fine 


Two Dailies and the South’s Greatest Sunday Newspaper 
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McGraw-Hill Establishes 10 
National Merit Scholarships 

McGraw-Hill Publishing Co., 
New York, is establishing 10 Na- 
tional Merit Scholarships worth 
| $60,000, according to Donald C. 
McGraw, president. The scholar- 
ships will be administered by the 
National Merit Scholarship Corp., 
and will be awarded to successful 
candidates for four-year courses at 
colleges or universities chosen by 
them. 

The corporation, financed ini- 
tially by gifts of $20,000,000 from 
the Ford Foundation and $500,000 
from Carnegie Corp., is devoting 
/ $8,000,000 to matching gifts by 
business concerns for college 
scholarships and supplemental 
_gifts to the institutions where the 
scholarships are used. 


Mrs. Robert Gros Dies 
| Penelope Ricard Gros, 31, 


of Robert R. Gros, v.p. 


wife 
in charge 
of advertising of Pacific Gas & 
Electric Co., San Francisco, was 
found dead at her home Nov. 14. 
Mrs. Gros, who suffered from spi- 
nal meningitis, had been hospital- 
ized five times this year. 


SSNow..- 


40,000 paid 


subscribers--- 
each of them 

a practicing 
Protestant 


minister! 
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“4s le other 
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PULPIT DIGEST 


ADVERTISING OFFICES: 
McVEY ASSOCIATES PULPIT DIGEST 


270 Park Avenue 159 Northern Bivd. 
New York City, WN. Y. Great Neck, N. Y. 
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Down With Denier, 
Says Chipman; Bases 
Hose Types on Uses 


New York, Nov. 22—It’s not the 
clothes she wears but the life she 
leads that determines what stock- 
ings a woman buys. 

And most women don’t know a 
denier from a gauge. 

At least that’s what Chipman 
Knitting Mills has decided—and 
accordingly, the company has 
abandoned the traditional denier- 
gauge classifications in its mer- 
chandising. Instead it is promoting 
Roman Stripe stockings as custom- 
designed for four specific types of 
living: “Busy,” “gracious,” “‘mod- 
ern” and “dangerous.” 

Polly Browne, Chipman ad man- 
ager, explains these four categories 
thus: The stocking for “busy liv- 
ing” is a service-weight sheer de- 
signed for career girls, suburban 
mothers and the like, who need a 
sturdy but sheer stocking they can 


SELLING 
SIMPLIFIED 


... in the land of 


MILK 


and 


MONEY 


Your Wisconsin dealers will tell 
you farmers are their best cus- 
tomers. The majority of your 
dealers will also tell you they 
prefer to see advertising of mer- 
chandise they sell in Wisconsin 
Agriculturist and Farmer. 


Their preference for the “Ag”, 
the local farm publication that 
has served Wisconsin agriculture 
exclusively for more than a cen- 
tury, is easy to understand. 


9 out of 10 of Wisconsin’s best 
farm families read and depend 
on the “Ag”. It’s the one publica- 
tion that can give you such com- 
plete coverage of the No. 1 dairy 
state in the nation, where income 
is close to $1 billion annually, 
more than half of it cash from 
dairy product sales. Write us for 
market facts you need. 


SERVING 


WISCONSIN 
FARM FAMILIES Richard S. 
THROUGH Pierce, 


106 Publisher 
Racine, 
YEARS Wisconsin 
WISCONSIN 


AND FARMER 


| wear all day and probably all 
evening—since their lives don’t 
involve too much night life. 

For “gracious living” there is a 
sheer stocking designed for the 
woman whose life revolves around 
social and civic affairs. 


ws The customer who qualifies for 
“modern living” is one who is 
anxious to try all innovations and 
short cuts—therefore it’s the new 
stretch stocking for her. 


women may indulge themselves 
and buy it, since this stocking is an 
evening sheer. ; 

This selling rationale. is illus- 
trated in the new Roman Stripe 
package, which is featured in a 
current weekly campaign in Wom- 
en’s Wear Daily. Retailer ads 
across the country have taken up 
the promotion. Next spring, when 
all stores have stocked the new 
package, Roman Stripe will launch 
a national campaign. 


Fradkin Adds Three 


vertising for three mail order com- 
panies which have _ previously 
placed their advertising direct. 
They are Dunkel & Sons, New 
York; Sterling Gifts, Philadelphia, 
‘and Thermo Appliance Co., Fair- 
‘lawn, N. J. 


Sports Almanac Issued 
“Seagram’s Sports Almanac,” a 


|clopaedia, is being distributed by 


Fradkin Advertising, New York,| Seagram-Distillers Co., New York, 
has been appointed to handle ad-| wherever regulations permit. All 


major and minor sports are cov- 
ered in the book, with records and 
colorful sidelights on the history 
of each sport as well as famous 
sports personalities. 


| Bozell & Jacobs Resigns One 


Bozell & Jacobs, Chicago, has 
resigned the advertising account 
of Manpower Inc., Milwaukee, and 


As for “dangerous living,” all| Bozell & Jacobs is the agency. | 255-page, pocket-size sports ency-|its affiliate Sales Power Inc. 


griculturist 
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Glenn M. Green, Jr. not only looks like 
traditional Texans are supposed to look 
(he’s 6'4" without his Stetson), he is one of 
those Texans whose families go back to the 
days of the Revolution—Texas Revolution, 
that is. 

Glenn grew up hunting Indian relics and 
listening to tales of Indian fighting in the 
days when their Gonzales home was a fron- 
tier outpost. Like most teen-agers of the 
depression days, he had to earn his spend- 
ing money peddling papers, ice cream and 
groceries. Still later, to finance a college 
education, he was rod man on a survey 
crew, drove a bread truck and worked for 
the local electric company. 

After two years, Glenn’s college studies 
were interrupted by his enlistment in the 
Army. Five years later, he returned from 
Europe with a bronze star and wound up 
his active military career with a major’s 
leaf. Back on the college campus, he put ina 
year and a half studying during the day 
and working at the copy desk of the Austin 
American at night. Then his love of report- 
ing won out over his desire for a degree. 


i 


He got his first taste of oil reporting with 
INS. But, before long he was in Washing- 
ton covering Congress . . . first for INS, and 
then for six Texas newspapers. In 1951 he 
joined National Petroleum News, and when 
it became a McGraw-Hill publication, he 
went with our Washington Bureau until 
1954, when he was sent to Texas to cover 
exploration, drilling and production news 
in the Southwest. 

In his present job as a Senior Editor of 
McGraw-Hill’s Petroleum Week, he 
likes to interview oil men on the job— 
whether it’s the scientist in his lab or the 
toolpusher by his rig. His mud boots and 
camera are standard equipment as he treks 
through the oil country. 

Glenn Green is typical of McGraw-Hill 
editors. They live with the problems of the 
men—within the fields they serve—who 
look to them for accurate reporting of news 
that is vital to their industry and helpful in 
their jobs. That is why every McGraw-Hill 
publication provides and maintains an 
alert, interested audience for the advertiser’s 
sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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S.C. Johnson Sets 
Newspaper, TV Drive 


Set Magazine Campaign 
Universal-International, Univer- 
sal City, Cal., will use ads in 14 
general, fan and women’s maga- 
zines to publicize its new Techni- ; 
color movie, “All That Heaven Al- | for New Stride Wax 
lows.” Placed through Cunningham! Racine, Wis., Nov. 22—S. C. 
& Walsh, the schedule will run in Johnson & Son will use two major 


December. _tv shows and a large newspaper 
campaign (AA, Nov. 21) to intro- 
David Wolaver Moves duce its newest product, Stride, 


David G. Wolaver Advertising, | 
Cleveland, has moved to new of- 
fices at 1220 Huron Rd. 


a “self-polishing floor wax that 
protects like paste wax.” 
Two-color 


insertions of 1,000 


and 2,100 lines will run in 101| ter as it removes the dirt, Johnson 
newspapers in 65 cities across the! reports. 

country, starting Nov. 28. On tv 
it will be two of Johnson’s regu-| cago, is the agency. 
larly sponsored shows, “Robert 
Montgomery Presents” (NBC-TV) 
and the “Red Skelton Show” 
(CBS-TV). 


Motorola Boosts Englemann 

Motorola Inc., Chicago, has pro- 
moted Hugh Englemann from as- 
sistant advertising manager to local 
advertising manager. Before join- 
lasts longer than other self-polish-|ing Motorola a year ago, Mr. 
ing waxes and does not water-spot.|Englemann was sales promotion 
Buffing removes scuff marks and; manager of General Electric Sup- 
damp mopping brightens the lus-! ply Co., Chicago. 


® The company says the new wax 


Needham, Louis & Brorby, Chi- | 
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A self-polishing floor wax that 
protects like Paste Wax! +4 


SPL ONT, SPLASH ONT POMS 
— JUST AN EASY ONCE-OVER RESTORES; 
THE LUSTER, WITHOUT REMAIN 


NATIONAL DEBUT—“Spill on it, splash 
on it...Stride takes it like paste 
wax,” is the ad theme introducing 
Johnson’s newest wax in 101 news- 
papers and two tv network shows. 
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TO “PINPOINT” 
SALES IN CANADA'S 
RICH MARKET PLACE! 
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You could marshal 50 U.S. 
Business Publications for 
your sales story and their 
combined overflow circula- 
tion wouldn’t dent the 
Canadian market. 
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a 
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ee e Canada is a national 
market and a distinc- 
tive one. 


Canadian business 
paper editorials give 
on-the-spot coverage 
of this national market 
and its problems. 


and Canadians read 
their business publi- 
cations. Witness their 
interest according to 
a recent survey.* If 
you wish to pinpoint 
your sales write for 
your copy. 


*Gruneau Research 
Bulletin 1954 on 


request 
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vere 
BUSINESS NEWSPAPERS ASSOCIATION 


137 WELLINGTON ST. W. 
TORONTO, CANADA 
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Color Will Pull 
New Ad Fields 
into TV: Robards 


LOUISVILLE, Nov. 22—Color tele- 
vision will attract fashion and 
home furnishings advertisers—two 
categories which previously have 
had little interest in tv—Sidney 
M. Robards, manager of the de- 
partment of information of Radio 
Corp. of America, told the Adver- 
tising Club of Louisville. 

Mr. Robards, a former J.ouisvil- 
lian and reporter on the Louisville 
Courier-Journal, declared that use 
of color tv by these and other ad- 
vertisers for whom color plays a 
vital selling role is part of an im- 
pending “impact on advertising 
and sales in general that will be 
tremendous.” 

Color adds only 10% to b&w tv 
advertising cost, Mr. Robards ex- 
plained, and in the case of some 
programs the margin drops as low 
as 2% additional, he said. 


® The NBC executive maintained 
that this extra 10% for color tv is 
considerably less than the premi- 
um for color in national magazines, 
which he said runs about 35%. 

Forecasting a downward trend 
in color receiver prices that may 
begin by mid-1956, Mr. Robards 
outlined the special significance of 
color television to advertisers as 
follows: 


® Color television is a remarkably 
versatile ad medium, combining as 
it does sight, sound, color, move- 
ment and demonstration. 


® Color tv will do an excellent 
pre-selling job. Since more and 
more of the nation’s retailing is on 
a self-service basis, pre-selling be- 
comes a paramount factor. 


® Color tv will make brand rec- 
ognition more important than ever; 
the package itself will do a bigger 
selling job than it has so far been 
called upon to do. 

Many individual stations, as well 
as networks, are putting on color 
shows, he said. A total of 31 NBC 
affiliates, all in major markets and 
covering areas representing half 
of the U.S. television homes, are 
already equipped to originate color 
programs, either live or filmed. 


ORAVISUAL ALL PURPOSE 
PORTABLE EASEL 


Designed for use with large paper 
writing pads. Also ideal for showing 
turnover charts or cardboard charts. 
All aluminum construction. Folds up 
for easy carrying or storage. 


Many other models available. 
Write for free catalogue. 


ORAVISUAL CO. 


Box 609 A St. Petersburg, 2, Flo. 


RCA’s gross income goal this 
year, which the corporation ex- 
pects to achieve for the first time 
in its history, is $1 billion, Mr. 
Robards declared. Ten years ago, 
he recalled, the corporation’s gross 
income was somewhat under 
$300,000,000. He also said that 80% 
of RCA’s income this year is being 
derived from products and serv- 
ices not in existence 10 years ago. 

Predictions have been made, he 
added, that 10 years from now, 
80% of the company’s income will 
derive from products and services 
not now in existence. 

Technical advances in color tv, 
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including improved color picture | manager of advertising and press | joined GM in 1951, has been as- 
tubes and simplified circuitry, are relations of Equitable Life Assur- | sistant public relations manager of 


being matched by other develop- , ance Society, New York, will serve |General Motors in Chicago. Suc- 


epee 


ments in electronics significant to | as volunteer coordinator; Leo Bur- 


advertisers. Among these, said Mr. | 


Robards, is RCA Electrofax, a dry 
process for printing by direct pro- 
jection or any other means of light 
exposure on any solid surface. 


Advertising Council Plans 
"Register & Vote’ Campaign 
The Advertising Council and the 
American Heritage Foundation are 
combining forces to bring out a 
record vote in the national elec- 
tions next year. Leslie R. Shope, 


nett Co., is volunteer 
agency. 

The “Register & Vote” campaign 
will be launched in three phases, 
and slogans will be “Is your name 
in the book?” “Don’t vote in the 


dark,” and “See you at the polls.” 


Chicago, 


GM Boosts Hughes, Abbott 
General Motors Corp. has ap- 
pointed James F. Hughes director 
of public relations of its Rochester 
products division. Mr. Hughes, who 


ceeding Mr. Hughes as regional 
representative in GM’s Chicago 
p.r. office is Thomas C. Abbott, 
who joined General Motors in July 
to work on its Powerama exhibit. 


Chase to ‘Bride-to-Be’ 


Edward G. Chase, for many years 
a publications manager in the Chi- 
cago advertising office of Curtis 
Publishing Co., has been trans- 
ferred to Bride-to-Be as midwest- 
ern advertising manager, with 
headquarters in Chicago. 
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Dallas Agency, San Antonio Station Deplore 
Rating ‘Confusion’; They Conduct Their Own 


Da.ttas, Nov. 22—Some south- 
western stations and sponsors just 
naturally don’t seem to like the 
rating services. 

At least a station man and an 
agency man, speaking here at 
separate sessions of the National 
Assn. of Radio & Television Broad- 
casters’ Region 8 conference, came 
to very similar conclusions—name- 
ly that radio-tv station ratings are 
spreading confusion among the 
time buyers. 


According to Charles W. Balth- 
rope, KITE, San Antonio, surveys 
and rating services are “bad for 
radio” and have done more to con- 
fuse time buyers than all three 
other media put together. 

Whenever KITE is included in a 
survey it has not requested, said 
Mr. Balthrope, it tries to refute 
the results by conducting its own 
telephone and personal interview 
studies, sometimes offering cash 


ing to KITE. 

The station man said he did not 
see why radio must provide listen- 
ership figures, while newspapers 
and magazines give only circula- 
tion figures and leave readership 
surveys to the advertiser. 


® For his part, Morris Hite, presi- 
dent of Tracy-Locke Co., Dallas, 
seemed to be all in favor of sur- 
veys by the advertiser. He said 
Tracy-Locke does a lot of surveys 
for its clients to try to clear up 
“confusion” about competitive sta- 
tion listenership claims. 


to any of the 250 station men at 
the convention to join in surveys 
on a miatching-dollars basis, in 
cases where, he explained, “you 
think we’re making the wrong 
findings.” 

He also agreed that his agency 
would not publish the results of 
such a study if they were adverse 
to the station co-sponsoring the 
study. 


Flako Buys Radio Spots 

in Five Major Markets 
Flako Products division of Quak- 

er Oats Co., New Brunswick, N.J., 


prizes to those who report listen- 


Mr. Hite, in fact, made an offer! has launched a saturation spot ra- 


== Jet’s start with the PENTON market ques- 


tionnaire. 


j= = = It’s been standard practice with us to conduct 


a Continuing Census for use in our publishing 
operations. (Incidentally, we were the first 
industrial publisher to start this over 15 
years ago.) 


Notice how a company reports to us on the 
major products manufactured, as well as any 
other products made at this location. 


We then translate this into S.I.C. code numbers 
for proper classification on IBM cards. The 
S.LC. or Standard Industrial Classification* 
system was developed by the U. S. Bureau of 
the Budget. It is, by far, the most acceptable 
method in use today for classifying manu- 
facturing plants by product categories and 
represents a major forward movement in 
marketing to industry. 


PENTON looks upon unit coverage as the 
first essential in measuring how effectively a 
publication reaches its market. We use S.I.C. 
not merely as a filing system, but as the basis 
for effectively matching publication coverage 
to the number of worthwhile establishments 
in the market. 


You benefit in many ways from our use of 
S.I1.C. When you use a PENTON publication 
you know that you’re covering the highest 
possible proportion of the worthwhile units in 
the market. You can see this in our modern 
method of reporting circulation breakdowns 
by S.I.C. classifications. It tells you how many 
plants are reached and how many copies go 
into these plants. 


Using this information to buy space helps you 
add to the effectiveness of good advertising. 


*All manufacturers use this system in reporting to the U. S. 
Bureau of the Census. 


6.2 ce NT ON 


Publishing 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 


how PENTON’s use 
of S.I.C. adds to the 


effectiveness of 
your advertising 


Company 


43 


dio campaign in five eastern cities. 


,»| The company ordered nearly 2,- 


000 announcements during a 13- 
week period on WEEI, Boston; 
WABC, New York; WFIL, Phila- 
delphia; WITH, Baltimore, and 
WRC, Washington. 

Flako pie crust and Flakorn corn 
muffin mix are being plugged in 
the drive. The company has a 
heavy schedule running in news- 
papers and magazines. Roy S. 
Durstine Inc. is the agency. 


Drewrys Buys ‘Susie’ 


Drewrys Ltd. USA, South Bend, 
Ind., has bought the tv film, 
“Susie,” for weekly sponsorship in 
13 midwestern markets. The 30- 
minute series is syndicated by Tel- 
evision Programs of America. TPA 
has created a new “Susie” cartoon 
character to give fresh identity 
and merchandising impact to the 
show, which is a re-run of “Pri- 
vate Secretary.” MacFarland, Ave- 
yard & Co., Chicago, is the agency 
for the brewery. 


WHAT IS 


ACP — Associated Construction Pub- 
lications — is a group of fourteen pub- 
lications serving the vast construction 
market. You can use all, one or several, 
to sell your products in the market you 
want. ACP gives you the greatest 
coverage in the construction field — 
86,244 construction men, 


Construction Bulletin peng 
6,100 — Minn., 
N. Dak., S. Dak., la. a Ww. oa 


bam 
Sa yaaa + pf 


9, Ohio, 13,286 — , 
Ind., tl. Penn., N. J., Bel. Md. 


OPER, 


Construction Digest 
000 


tbaline, RR RROR CORI 
Construction Mississippi Valley 
News Monthly Contractor 
7,316 — Ark., 5,200 — S. lll., Ky., 
E. Mo., La., Okla., E. Mo., W. Tenn., 
Miss., W. Tenn. N. Miss., Ark. 


Bia 


rs 


Michigan Contractor Mid-West Contractor 
and Builder 7,175 — Kan., lo., 
3,609 — Mich. W. Mo., Okla., Nebr. 


a 
Dixie Contractor New England 


6,750 — Ala Construction 
Fla., Ga., S. Car 5,406 — Me., N. H., 
E. Tenn Vt., Mass., R. 1, Conn. 
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one 
Southwest Builder 
and Contractor 
7,014 — S. Calif., 
Ariz., S. Nev. 


aa 
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Texas Contractor 


Western Builder 
4,542 — Texas 


4,042 — Wisc., 
N. tll, Upper Mich. 
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struction Publications, write to: George Stewart, 
Sec'y., » 6S. Orange Ave., weet Semen, 1 2 


pe wee 


Q SSOCIATED C ONSTRUCTION 
a Ausiicanions ea 


~ 


f 


EL Desve ania ree Tek Sab L, bib. 8 : ae 
> Deer ienaeiponoetiene ’ ‘ {sive f weg be Rap & Shee ee : Py mit ff % 5 : Jf j Sate Yaa” wae we : * y-! ies : . ae tie 
oe 5 “ ~ 42 f i > . as 44 
d7 16 
5 i 
a 
LL & 
a = 
ae 
’ 
| 
| 
it — 
: 
ee 
—————KS LS  =n~sssnnssssssssennnssnesseeseenns 
— 
al 
a ee 
' 
| a | 
5 j ; : 
| 
So 
Le 
- t 
( \ 
{ 
ard 
fad 
™ y | c | 
; 
' 
; — ED 
saa 
a 
aR atemndial 
| Comte ; 
, 
; ee | 
7 ——___ 
% 
antes — on 
hs Goa Hep | ‘Ss eo ‘ , 
a fp = i ARE 
me <LN)py ~~ 
ne. ‘ : : y P - a pe, e . ue | 
r “s 7, = ae = ig ree aN) { P \ if ' 
; —. 7 i a ee F ‘ ntriactd ONSTRUCTI in 
a. gi. e.. . a ‘ . / 
, os Ma dew , ae i | 
| ny Af4 
| — , < (A 
oF ey Ee © ~. Ly z= ek 
14 y ener 57,’ | 
: a = 
@ — i ie? /0) _— — | 
. -_ - a = 
‘ Vimy Seg a biieenailiness 
; | OF | 
; ee : a tee \ ee ” ‘ 
Rocky Mountain 
2 Construction 
: 6,091 Aritz., . 
Colo., N. Mex., Utah, 
; Be — 7 - — 
a } 
3 | 
xs | "4 
LS 
; ts 
| 
1 ie 
ov ’ ‘ 
. ge 
tet spe bees re aa st “Sia ROR me 20 ec pean Ee ce My eS ae rac cp ges 4 cases I ere aang aera hente o's BE OS ey RRS ft heehee ok Tanne: OF Tae ee ue bee Se See tenon sake Shee ates rote. sok » lace eae cet, Coe Fae Ren ee ST 
ree eR oo So. Gane Cer ae Leas KARR SOPIAgE SS RE aS os Oe PLP a mae le Lee ae OR pS agile Nn tit ae ars 4 bows FORM Mee Reg g ABE i a a Ra eee ges eke De i A ORT op Se Od 
SAMAR oe aes 2g RS Rae A RO LOC, SR [ee FM ARE Te St tae teen ou ue <7 heme rere ot ray Ur heres REMC al ara DAs ce a BE Seceapay ee EP Se a A Ca TRI sg) te gag ae Eee teat A AY Sy ie See ak enews Cea ial am pea sees eee 
Sy "i aor eae re ena GOO Tew crs marae eRe Ay ee eee A Sg CE SU ee de at Ry ee ee ay Ne BR te bara tates be ng aL Bae Pete A et ase Oe Rae Statin BE Lal apes a 05 | pg OR OA a RM, Cag CO SS RR EME Shee 
Bs ne ene Ree = Es Ee de eta are RR Sh Satie Bc he i ie | RC a iat re laters) Ce MPaN nm: caer RR 
0 BT DS ah Te opt Wee AL aieaerneagat at Bs oop MOTE oe oe Nag Ce SN 2 ee Re ee nd cP MRL i O89 aR age | Meee ae gape ee ey aoa gag res ar EC Re aie in eran ay ee amet, oe PETE AS tA UE een ARE ye Ae de to an eM a OT ide eS ROS Som tee pragma ae cae 


ee OFS on paaes 1 Gada See 


= fixes 4 A ERE AE & ae ae i ad > ORR DR 
ys j 3 n 


This is the picture of Parade coverage* with the 


et 


mecrican 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


It is much the same in all Parade cities of origin 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 markets 


“Metropolitan County Area — Onondaga 


LAKE SHORE tsecreorvee ow. 


1224 W. VAN BUREN ST. * CHICAGO 7, iLL. 


arade parade parade parade parade parade parade 
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Advertising Age, November 28, 1955 oe 
«ty e ‘ ; or } or 
< Parade parade parade parade parade parade parade s Octobaas Rates of Chetin: Stores m 
— Octob ~ % Gain —————10 months ——. % Gain 
&> 1955 1954 or Loss 1955 1954 or Loss 
f= | Food Chains ee 
oO Colonial Stores ..... $ 27,804,262 $ 25,770,646 + 7.9 $ 268,578,587 $ 247,895,243 + 8.3 
Grand Union ...... 21,243,780 16,972,356 +25.2 180,969,678 145,760,971 +24.2 
wa y| “Kroger Co. ....... 100,971,156 84,875,459 +19.0 995,224,568 915,975,712 + 8.6 
National Tea ..... 47,018,122 42,106,547 +11.7 477,429,351 434,662,104 + 9.8 
1-* | Safeway ........ .-- 134,168,464 127,774,604 + 5.0 1,468,651,501 1,382,977,332 + 6.2 
PS Group Total ..... $ 331,205,784 $297,499,612 411.3 $3,390,853,685 $3,127,271,362 + 8.4 
wl | Mail Order 
eSears, Roebuck .... 311,670,065 282,199,364 +10.4 2,477,503,236 2,205,336,028 412.3 H 
a= Ji! Montgomery Ward .. 102,794,855 88,588,917 +16.0 742,972,883 681,664,887 + 9.0 
< ig hi ...-$ 414,464,920 $370,788,281 411.8 $3,220,476,119 $2,887,000,915 +11.6 
Drug ns 
f== | Peoples ........... 4,798,205 4,670,712 + 2.7 46,285,522 44,204,117 + 4.7 
we | Walgreen ........ .«. 16,848,884 15,495,028 + 8.7 157,157,510 150,058,978 + 4.7 
QoQ) Group Total ....$ 21,647,089 $ 20,165,740 + 7.3 $ 203,443,032 $ 194,263,095 +4 4.7 
p= 5 | Variety and Miscellaneous 
rs°| ‘American Stores ... 48,481,994 46,576,454 + 4.0 359,081,978 349,160,264 + 28 : 
*Bond Stores ....... 9,799,002 9,387,196 + 44 20,294,519 19,600,804 + 3.5 
= = #| Butler Bros. ........ 11,383,677: 9,811,718 +16.0 96,119,477 85,148,891 +12.9 
PITY | *Diana Stores Corp 2,971,904 2,651,063 412.1 8,046,535 7,159,830 412.4 i 
pe | Edison Bros. ...... 7,609,138 7,188,037 + 5.8 69,978,426 64,009,470 + 9.3 
PTY | Fishman, M. H. .... 1,310,128 1,179,494 +111 11,048,383 9,698,615 413.9 
‘Franklin Stores ... 3,172,664 2,703,432 +17.3 11,118,046 9,790,199 413.6 
i")! Gamble-Skogmo .... 9,245,748 8,458,798 + 9.3 87,123,953 79,591,893 + 9.5 ' 
nea a (>>| Grant, W. T. ..... 31,050,114 28,702,364 + 8.2 247,802,726 225,479,515 + 9.9 
*Grayson-Robinson 
— BEN cbcbbaees +s 9,605,502 7,797,879 +23.2 25,350,010 21,262,755 +19.2 1 
Pot | Green, H. L. ..... 9,426,865 8,949,100 + 5.3 76,075,136 73,571,042 + 3.4 
pel | Howard Stores .. 3,061,810 2,480,139 +235 22,790,439 18,497,207 +23.2 
PRY | Kinney, G. R. Co. 4,262,000 3,771,000 +13.0 37,280,000 33,612,000 +11.0 
Kresge, S. S. ...... 29,446,072 28,343,827 + 3.9 256,484,208 245,669,379 + 4.4 
i— S| Kress, S. HW. ...... 13,263,020 13,568,350 — 2.3 123,018,658 123,685,460 — 0.5 
ra°| Lane Bryant Inc 5,459,692 4,870,507 +12.1 51,609,857 47,728,014 + 8.1 
Laermer .....ccceee 13,464,975 12,382,651 + 8.7 111,033,048 102,880,283 + 7.9 
mB | McCrory .......... 9,104,077 8,120,528 +121 80,440,198 76,509,714 + 5.1 
PTH | McLellan Stores .. 5,265,341 5,084,367 + 3.6 40,814,743 40,805,043 
Melville Shoe Corp. 7,821,157 7,484,890 + 4.5 $3,042,170 78,675,845 + 5.6 
ok ©Mercantile Stores, 
ee OS 12,005,000 11,296,000 + 6.3 93,829,000 86,916,000 + 8.0 
Miller-Wohl Co 3,306,329 3,055,976 + 8.2 9,066,552 8,466,282 + 7.1 
is-| Murphy, G. C. 16,682,003 15,615,989 + 6.8 143,827,179 133,736,697 + 7.6 
National Shirt Shops 1,569,110 1,458,135 + 7.6 14,205,056 12,932,831 + 98 
= — | Neisner Bros. ...... 5,779,902 5,509,535 + 4.9 50,247,653 47,502,823 + 5.8 
P= e| Newberry, J. J. .... 16,382,999 14,732,210 +11.2 139,655,698 132,375,970 + 5.5 
ee" | Penney, J. C. ...... 112,607,671 104,027,123 + 8.2 900,607,147 818,562,089 +10.0 
F-t| ‘Shoe Corp. of America 5,314,203 4,835,712 + 9.9 55,665,702 49,875,486 +116 q 
m= | °Sterchi Bros. Stores 1,856,208 1,693,242 + 9.6 11,885,942 10,979,803 + 8.2 y 
Western Auto ...... _ 17,608,000 13,880,000 +27.0 161,357,000 134,393,000 +20.1 
11-8 | White’s Auto Stores 2,128,523 1,746,933 +21.8 23,516,124 17,586,294 +33.7 
Woolworth, F. W. .. 64,136,914 60,261,325 + 6.4 566,341,560 145,760,971 +24.2 4 
re Group Total ..... $ 494,581,742 $457,623,974 + 8.1 $3,988,757,123 $3,311,624,469 + 2.0 3 
=i! Combined Total $1,261,899,535 $1,146,077,607 +10.1 $10,803,529,959 $9,520,159,841 +13.5 " 
Li FE 1 7.8% 4 “Four weeks and 35 weeks. °Four weeks and 44 weeks. “Nine month period. ‘Four weeks and 30 
tt + es eh! 8 8 — weeks. ‘Three month period. *Eight month period. ‘Four weeks and 43 weeks. *Four month period. 
—}| ‘Transportation Week’ Bows |KXOX and KWK, St. Louis, has . 
Pu ST 1 - 9% — Transportation Facts Inc., 141 W.| een named sales manager of 4 
Cees eeeeeeeeeeeeeeeeeeee & Q> Jackson Bivd., Chicago, this month KMOX, the CBS-owned radio sta- ” 
p=Gj launched a four-page weekly tion in St. Louis. ~ 
fal newsletter, “Transportation Week.” f 
The newsletter will be circulated . 
Col ! IER’S 1 2 g—J|to several thousand executives in| different 
Dans ae ek ou ot =+Bithe air, rail, automotive, shipping because 8 is © A 
waeiand allied industries, according to 
edi | Richard Rice, publisher. Yearly 
wei subscription price of the newsletter, 
3°38) which will not carry advertising, is 
@eeeseeseesoeeseereov ep eeeeeeeeeee = i | $24. An introductory subscription . 
: Op price of $20 will be offered for a ex 
=a| limited time. 4 
&> 
’ j- §| Burge Named KMOX S.M. 22 E. HURON ST. 
e*eseseeeweeweeeneneeeteeeeetrtee te % o Charles Burge, formerly with bere wre aa oF 
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HE won't be reading Retailing Daily at the Chicago home furnishings markets, Jan. ‘9 to 20 
...<BUT JUST ABOUT EVERYBODY ELSE WILL! 
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biggest paper in the nation’ 
The AMERICAN WEEKLY’s famo 


HAVE A CIGAR ON US... for once again The 
AMERICAN WEEKLY leads the way in opening important 
new markets to national advertisers. 

This time it’s the fast growing Tampa-St. Petersburg Metro- 
politan County Area. According to Sales Management’s 
Survey of Buying Power, this region ranks 44th in total retail 
sales. It includes such attractions as Florida’s leading port, 
leading industrial city, leading meat packing center of the 
entire Southeast, and boasts above-average family income. 
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1a New Addition | 


TRIBU 


s 44th most important market joins 
sus family of distributors Jan. 8,’56 


—— 
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Already dominating Florida’s first market, Miami, through 

its first paper, the Herald—The AMERICAN WEEKLY now 

assumes a similar lead position in Florida’s second market, 
Tampa. For the first time, national advertisers are able to 
capture this huge sales area via the rich Dultgen rotogravure 
of The AMERICAN WEEKLY. 
So... have a cigar on us as we welcome the newest member 
of our ever growing family of distinguished carrier papers. 
Light up and smoke out new sales in the growing Southeast 
by adding The AMERICAN WEEKLY to your media lists. 
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10 million American Families 
} 
' 


; HICAGO « CLEVELAND « DETROIT « LOS ANGELES « SAN FRANCISCO 


CORPUS CHRISTI CALLER TIMES e DALLAS TIMES HERALD e DETROIT TIMES * HOUSTON CHRONICLE @ HUNTINGTON, W. VA., HERALD-ADVERTISER @ KNOXVILLE JOURNAL e@ LOS ANGELES EXAMINER @ MIAMI HERALD 
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jing Agency, has joined Stahl- chandising and advertising man- 
Meyer, New York, packer of ager. He succeeds R. M. Harris, 
“Ready-to-Eat” meats, as mer-|who has joined General Baking 
Co., New York, baker of Bond 
bread, as merchandising manager. | 


Bassett Joins Stahl-Meyer 
John R. Bassett, formerly ac- 
count executive at Grey Advertis- | 


Mendelsohn Adds 4 Accounts; 


6 
Presenting: the HUNGRIEST haif million! 
Toby Sacher Joins Staff 
WESTERN JAMBOREE, quick! It takes a lot of vi- | accounts. They are Terry Steel 
Write today For Facts and Rate Card! formed Khandur Cashmere Inc., 
Virgin Islands. DuFine-Kaufman 
of DOWN BEAT 
merly handled the Marty Walker 
Rasle y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
device dreamed up by Prestige 
of Eyeglasses Is 
of the country reviewed the high- 
tional Assn. convention here last 
every person wearing glasses to 
“Lately we've pushed a big 
but for style as well.” 
good looks as did those of years 


at Peet prota cnn be sliced, pocled, cocked, put in David J. Mendelsohn Advertis- 
tals — a LOT — to keep this half million romping, |COntractors, industrial construc- 
manufacturer of ladies’ cashmere 
Country and Western 
Inc. is the previous agency for the 
2001 Calumet Ave., Chicago 16, Ill. 
account. 
Radio y Articulos Electrices Catalog File — Bebidas Annual Directory Angeles Times, to its copy staff. merchandiser to capitalize on the ads. Illustration is from first mag- 
Packaging Inc. Donahue & Coe is 
° 
Goal of Optical Men | 
lights of their 1955 campaign to 
week. 
own more than one pair,” ex- 
variation on that theme. We want 
Delegates were informed that 
ago. 
= “That idea has taken hold,” he 
said. “There are plenty of women 
today who buy a new pair of 
glasses to match every new outfit. 
“Style-conscious men own sev- 


a bun, spread with a knife, or just unwrapped or | j, g, New York, has been appointed 
stomping readers happy. tion company; Marty Walker Inc., 
sweaters, all of New York; and 
JAMBOREE! 
Terry account, and Kiesewetter, 
Wt a maher Gove Beat — Up Beat — Country and Western Jamboree — Record The agency also has appointed| HANSOM GIRDLES—Sarong, which is currently running a campaign a 
7] publication 
azine insertion of the series. Rep- 
Sarong’s agency. 
RocHESTER, N. Y., Nov. 23— 
boost the sale of eyeglasses as part 
“Basic theme in this year’s ad- 
plained an association representa- 
glasses wearers to own several 
glasses are a definite fashion ac- 
eral pairs too. They buy them for 


opened and EATEN, get it into COUNTRY AND | to handle advertising for four new 
men’s clothier; and the newly 
Flamboyant Hotel, St. Thomas, 
By the publishers 
Baker, Hagedorn & Smith for- 
hirl — Music — Beverages — Sebidas — La Farmacia Moderna — | TO}. Sacher, formerly of the Los| extolling its product in “normal, daily activities,” is using this store 
Publishing since 1934 
lica of landau is a point of sale 
Multiple Ownership 
Optical wholesalers from all parts 
of the Optical Wholesalers Na- 
vertising, of course, is the need for 
tive in an interview. 
pairs now—not only for safety, 
cessory today and do not impair 
business and sports wear—just 
HOUSEHOLD FURNISHINGS like a suit.” 


PORTLAND, OREGON. . ... . . . . $185,000,000 ee oe, See 

De foo ee CU. «87,006,000 Family Weekly, colorgravure 
BIRMINGHAM, ALABAMA. . . . . . . . 194,000,000 new rate card, No. 7, effective 
DENVER, COLORADO. . .. . . . . +. 194,000,000 with the Jan. 15, 1956 Sue, which 
DETROIT, MICHIGAN . “ . . . ~ . . > ‘205 ,000, elele) —from the current $8,600 to $9, 
ST. LOUIS MISSOURI . ° o > 207, ooo, ooo 030. The new rate card coincides 


with expansion of the circulation 


= SAN DIEGO california $226,000,000 to 104 distributing newspapers 


with 2,500,440 circulation. 


One of the big reasons why San Diego leads in the purchase of household Ray Smith and Joan Ross, both 
furnishings — is the aggressive newspaper advertising of retailers and Wecsis a ea gg se 
manufacturers who have: discovered that the saturation coverage of the Weekly’s advertising research and 
San Diego Union and Evening Tribune provides the lowest cost per sale. marketing staff. Mr. Smith is lo- 

cated in New York, Miss Ross in 


Chicago. 
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AND SLIDES 
@ Compact, Folds 
Flat to Wallet Size. 
Dato Copyrighted 1955 Sales Management, Survey of @ Your Sales Message } 
Buying Power; further reproduction not licensed. Imprinted to Order. 
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Twas the month before Christmas, when from Maine to L.A., 
Went acall to a party, one never so gay. 
“Come visit our editors, each in his lair, 
From our Jeannie Willis to Marion Mayer! 
Here children will greet you, all ready for bed; 
Their elders will ply you with Jean Austin’s bread.” 


You won't have to ride to New York via Pennsy; 
You won't need to rush from Detroit ina frenzy. 
This party will travel to YOU—yes, it will! 

To three million families, each Jack and each Jill. 


Not decked out in tinsel, not wrapped up in tissue, 

But bursting with Christmas, December's big issue 

Of that home lover's Baedeker, American Home, 
Crammed cover to cover with feats gastronome, 

With joy for your table, your mantel and door, 

With ideas that never were thought of before. 

Bright Christmas ideas (and all from real life) 

By each of the staff (every one and his wife). 

They're strictly home-grown (things YOU can do, too). 
This issue is OUR “Merry Christmas” to you. 


Our three million-plus readers cover the range 

Of people a-teeter at that POINT OF CHANGE, 

Of people out looking for broadloom or tiles, 

Of people all truly good-living-ophiles, 

Of people (and this is a vital detail!) 

Who’re now but a short step from your POINT OF SALE— 
“Merry Christmas” to these, their friends and relations, 
May THEY all be gifted with winter vacations! 
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“Merry Christmas!” to all of our good friends at Compton's, 
At BBDO, McCann, and at Thompson's 

At Y and R, and Benton and B, 

At K and E, and Dancer-Fitz-G. 

At N. W. Ayer, and Leo Burnett! 

To all two-lettered names, and those with “et cet.” 

To the quadruple A’s (with multi V.P’s), 

To the smallest of agencies, busy as bees. 

You inart, and in copy, and in media we bless, 
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“May Santa Claus treat you with warmest largesse!” 


Adda special bright star to the top of our tree 

For our wise men... our well-loved . . . our dear client-ry— 
For those who build kitchens and washing machines. 

For the makers of floors, of wax, and of screens. 

For the fixers of mixes for cakes in all guises, 

For the makers of home products—all shapes and sizes. 

“On, Armstrong! On, Campbell! On, you who make glass! 
On, Sunbeam! On, Snowdrift! On, you who sell gas! 

To the top of your sales chart, to the top of your quota, 
May you sell away, sell.away, every iota!” 


If YOU make a product for OUR kind of readers 
(HOME product makers are the ones who so NEED us!), 
Hear our Christmas wish for each one on this night . . . 
“Merry Christmas.to all—and may ALL see the light!” 
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Borsht Enters Dairying... 


Lily-Tulip Promotes its Paper Cups 
With Drive for Sour Cream Cookery 


New York, Nov. 22—The good 
word this week is: Make way for 
beef Stroganoff, because Lily-Tu- 
lip Corp. is whooping it up for 
sour cream. 

To American families with east- 
ern European or Jewish back- 
grounds, this is old hat. They have 
long been familiar with sour cream 
and the culinary uses to which it 
can be put. Grocers in New York 
and other high population centers 
carry it as a staple item. 

“But why keep it a secret?” asks 
Lily-Tulip. “Spread the word far 
and wide.” Especially since sour 


How to turn 
ae cream 


gf 
—=——~. into a 
"2 


| Wy 


SWEET & SOUR—Dairy trade paper 

ad placed by Lily-Tulip tells dairy- 

men “how to turn sour cream into 
a sweet seller.” 


cream has to be packed in some- 
thing, and Lily-Tulip conveniently 
makes paper containers. 

The promotion of an end prod- 
uct is not a new type of operation 
for Lily-Tulip. Not too many years 
ago cottage cheese was strictly a 
specialty item. It couldn’t be found 
in many parts of the country. 


® Casting about for a product 
through which it could boost its 
volume, Lily-Tulip hit upon cot- 
tage cheese. The paper cup maker 


& . 
HE CAN HELP YOU 


If you're looking for 
National Distribution 


Barney Kingston 
Merchandising Director 


If you’re a manufacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the inde- 
pendent direct selling field this may be 
— Yaad important message you ever 
read. 


You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many foreign countries. 


The service of our experienced merchan- 
dising staff is available at no cost. 
They'll analyze your product, see it 
hes resultful direct selling possibilities. 
lf your product qualifies they'll press 

a year a ge es _ for speedily 
giving 48-state distribution—a plan that 
starts over 50 new companies every 
- ESS. .§ 3 ditides 
multimiltion dollar business. 


Don't lose another day's sales. Write 
now fo Barney Kingstop, Merchandising 


Director. Dept. A-193, Opportunity Mag- 
azine, 950 Nerth Dearborn Street, Chi. 


developed a complete marketing 
program for cottage cheese to help 
dairies popularize this food. Today, 
with consumption running at the 
rate of 450,000,000 pounds annual- 
ly, cottage cheese containers make 
an important contribution to Lily- 
Tulip’s volume. 

A similar marketing operation 


now has been drawn up for sour 
cream. Lily-Tulip has secured the 
backing of the American Dairy 
Assn., and its sales force is calling 
on dairies all over the country to 
get them behind sour cream. 

The groundwork has been laid 
by Stephen Fitzgerald & Co., Lily- 
Tulip’s public relations counsel, 
and Al Paul Lefton Co., the L-T 
advertising agency. 

Fitzgerald has researched sour 
cream to death, thereby becoming 
the most informed p.r. company 
in the country on this subject. This 
research forms the basis of a bar- 
rage of publicity materials now 
finding their way into newspaper 
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food columns and tv cooking shows. 


® This research also helped Amer- 
ican Dairy Assn. put out a new 
recipe booklet, “50 Wonderful 
Ways to Use Sour Cream.” 

In addition, Fitzgerald has 
worked with Lily-Tulip in staging 
successful sour cream cooking pro- 
motions in Lafayette, Ind.; Flint, 
Mich.; Charlotte, N. C.; Columbus, 
Ga., and Allentown, Pa. The high- 
light of these promotions was a 
cooking class for local housewives 
conducted by a Lily-Tulip home 
economist. 

Lefton has put together a mark- 
eting kit for Lily-Tulip salesmen 


to show dairies. This kit explains 
how a dairy can build sour cream 
into a profitable line. 

The dairies are being offered—at 
no cost—newspaper ad mats, radio- 
tv commercials, handbills, lid de- 
signs and a cutlery premium plan 
(the buyer sends $1 and a sour 
cream lid to get a four-piece Utica 
cutlery set). 

Through Lefton, Lily-Tulip has 
been running a business paper 
campaign to convince dairies that 
they are missing a bet by not mak- 
ing more sour cream or—as is the 
case with many—by not making 
any at all. 

The situation requires a hard- 


ANNOUNCING... ABP’s 14th Annual Competition for 


One of advertising’s most 


Why are the ABP Awards so highly prized? 


A big reason is in the way they are judged! For 
the judges are men mostly on the receiving end 
of advertising—experts in the art of intelli- 
gently resisting advertising—in fact, customers. 
When they get together, there’s no technical 
double-talk or blue-sky semantics. The yard- 
sticks are simple: they ask, what does the 
campaign set out to do? How well does it do it? 


So the judging is no mere audition of ads that 
“sing,’’ but a consensus of sound businessmen 
on copy that clicks . . . answering the question, 
does the campaign sell? 


That’s why so many advertisers and agencies 
enter their businesspaper ad campaigns in the 
ABP contest year after year. 


ABP’s own objective is plain: to help adver- 
tisers and agencies use businesspapers more and 
more effectively. These Annual Awards spot- 
light outstanding advertising campaigns in busi- 
nesspapers ... point up the factors that make 
them effective . . . and help to develop improved 
techniques in copy, layout and art. 


To further this job, ABP publishes two book- 
lets of Award-winning ads, together with the 
judges’ analyses telling why they won. The 
year-round influence of ABP’s contests shows 
up in continuing requests for this literature from 
advertisers, agencies, colleges and publishers. 


Why not enter your favorite campaign now? 
Here’s kudos for you—all year ’round—from 
the men who mean most to you in the field of 
businesspaper advertising! 


cage ‘10, Minols. 
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selling job. Many dairies are re-} 


luctant to try anything new, partic- 
ularly an item like sour cream, 
which they feel has limited market 
appeal. Also, sour cream is not 
exactly inexpensive—selling, as it 
does, for 36¢ to 39¢ a pint. And 
finally, sour cream runs counter 
to the low-calorie trend—it will 
never help anyone take off pound- 
age. 

Lily-Tulip naturally has some 
answers to these objections. Sour 
cream, with its high butterfat con- 
tent, is a high-profit item for a 
dairy, and Lily-Tulip salesmen are 
keeping this point well to the fore. 
With regard to the liabilities of 


high price and beaucoup calories, 
it can be pointed out that a little 
sour cream goes a long way—re- 
cipes call for the use of small 
quantities. 

The big emphasis, however, is 
being put on the versatility of sour 
cream. It can be used in virtually 
anything—soups, salad dressings, 
cakes, meat dishes, breads. 


® It can be used on vegetables, too. 
Over blintzes, it’s out of this world. 
And Lily-Tulip, not missing an 
angle, points out that “it’s a 
wonderful conversation piece for 
cocktail parties.” 

Lily-Tulip recognizes that a 


é 


basic educational job must be done| ducting a small scale cooking school 


—both on consumers and dairy 
men. Benighted provincials are 
being informed, for example, that 
sour cream is not cream “gone 
bad.” It is, in fact, sweet cream 
which has been cultured. It is made 
by a process similar to that used 


in making buttermilk. 


Lily-Tulip has confidence in this 


® Lily-Tulip says sour 


right on your own premises. Ar- 
range for sampling sour cream 
cookery, using recipes selected at 
random from the sour cream recipe 
booklet. It’s amazing how sampling 
converts doubters into boosters.” 


cream 


sales have increased markedly in 


product. It tells its salesmen that | markets where cooking schools 


the best way to win over dairy 
men is to let them taste sour cream. 
“It has been our experience,” says 
the company, “that many dairy- 
men have never tasted sour cream 


or sour cream cookery. 


“This can be overcome by con- 


have been held. Sunshine Farms, 
Lafayette, Ind., reported that its 
sour cream sales went up 65% in 
the month following such a dem- 
onstration. Among the cities due 
for sour cream cooking schools in 
the near future are Washington, 


Businesspaper Advertising 


valued awards! 


ABP’s 14th ANNUAL AWARDS 
INCLUDES 2 COMPETITIONS 


Ad-competition No. 1: 
Campaigns that appeared in mer- 
chandising papers (directed to retail- 
ers, wholesalers and distributors) to 
advertise products for resale. 


28 awards: 7 First Prizes and 21 
Certificates of Merit. 


Judging and Awards Presentation 
to be held in New York. 


Chairman of the Judges: Carole Stu- 
pell, President, Carole Stupell, Ltd. 


Awards Presentation: April 16, 1956 
to be co-sponsored with ABP by the 
Advertising Club of New York. 


Ad-competition No. 2: 
Campaigns that appeared in indus- 
trial, institutional and professional 
papers ...or those that appeared in 
merchandising papers to advertise 
products not for resale. 


24 awards: 6 First Prizes and 18 
Certificates of Merit. 


Judging and Awards Presentation to 
be held in Detroit under the sponsor- 
ship of the Industrial Marketers of 
Detroit, local chapter of the National 
Industrial Advertising Association. 


Chairman of the Judges: William C. 
Sproull, Director of Advertising, The 
Burroughs Corporation. 


Awards Presentation: April 20, 1956, 
to be co-sponsored by the Adcraft 
Club of Detroit. 


Enter as many campaigns as you 
wish. Campaigns must have appeared 
during the calendar year of 1955 in 
business publications whose primary 
listings are in the ‘“‘Business Publica- 
tions” section of Standard Rate and 
Data Service...not necessarily in 
ABP-member publications. Cam- 
paigns appearing only in business 
news and general news and consumer 
magazines are not eligible. 


Ask ABP Headquarters or an ABP 
publication in your field for complete 
rules and entry requirements. 


ENTER NOW! 
Closing date: January 31, 1956 
Address entries to 


THE ASSOCIATED 


BUSINESS PUBLICATIONS 
205 East 42nd Street, New York 17, N.Y. 
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D. C., Des Moines, Utica and Bing- 
hamton, N.Y. 


Participates in Polar Trip 


Goodyear Tire & Rubber Co., 
Akron, has equipped a Jeep with 
Suburbanite snow and ice tires, in 
preparation for the Jeep’s use by 
the U.S. Navy Antarctic expedi- 
tion which sails this month. The 
only motorized, wheeled vehicle— 
other than aircraft—being taken 
on the expedition, the Jeep is 
equipped with the same type tires 
widely used in the U.S. for rough 
winter driving. As a result of the 
use to which they will be put, 
Goodyear hopes to discover infor- 
mation concerning the durability 
of its tire products. 


Howe to Griswold-Eshleman 


Griswold-Eshleman Co., Cleve- 
land, has appointed Edwin J. Howe 
a marketing consultant and ac- 
count supervisor. Mr. Howe for the 
past 16 years has been a consumer 
account executive with Fuller & 
Smith & Ross. 


Fast 
Facts 


About 
Newsweek's 
1,000,000 
Circulation: 


ee Oe Rae a a eae 


Serving America’s 
Most Significant Million 
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PHOTOGRAPHIC 
EVIEW 
OF THE WEEK 
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Maier Nelson Fisher Ratcliffe 


Hite Gaines 


LONE STAR AD HANDS—As a main offering to the 
NARTB regional meeting in Dallas, Broadcaster 
Jim Gaines, WOAI, San Antonio, presented this 
panel of southwestern agency men for some word 
on what time buyers want to know about radio and 
tv stations. Panelists included: Morris Hite, presi- 


dent of Tracy-Locke Co., Dallas; Ted Nelson, ac- 
count exec., Jack T. Holmes & Associates, Fort 
Worth; Howard B. Fisher, radio-tv manager, Rogers 
& Smith, Dallas; H. Maier, marketing director, Cook 
Advertising, Dallas, and M. K. Ratcliffe, owner of 
Ratcliffe Advertising, Dallas. 
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Be test Knee Wee Peeks Cares Posey 


Macwithey Carroll-Abbing 
APRA AWARD—Hulan E. Jack, Manhattan borough president, here 
presents the American Public Relations Assn.’s 1955 annual award 
for outstanding humanitarian achievement to Msgr. John Patrick 
Carroll-Abbing, founder and president of Boys’ Town of Italy, as 
James L. Macwithey, director of public relations for Bristol-Myers 
Co. and president of the APRA international committee, looks on. 
Presentation was made at an APRA luncheon on the tenth anni- 
versary of the founding of Italy’s first Boys’ Town. 


Nimmons Keese Wasilewski Ludy 


DOWN IN BIG D—Vincent Wasilewski of NARTB’s government rela- 

tions staff chats with broadcaster delegates to a regional meeting 

in Dallas. They include Ralph Nimmons and Alex Keese of WFAA 

and WFAA-TV, Dallas, and Ben Ludy, WIBW and WIBW-TV, To- 
peka. 


TEMPERATURE CONTROL—Even Los 
Angeles charmers can’t raise the 
temperature of this pool kept even 
with thermostatic water controls 
supplied by Powers Regulator Co., 
Skokie, Ill. The photo is featured 


Campbell Ave Burkhart 


BUTLER RETIRES—A group of Cincinnati agency and 
advertising men gathered Nov. 17 to wish Godspeed 
to Al Butler of McCall’s Chicago staff, who is re- 
tiring. In this group are Paul Huth, Procter & Gam- 
ble; Les Aue, Drackett Products Co.; Roland Camp- 


Northlich Butler Filger Marsh Huth 


bell, Andrew Jergens Co.; Bob Marsh, Compton Ad- 
vertising; Bill Northlich, Farson, Huff & Northlich; 
Bill Burkhart, Stockton, West, Burkhart, and Harry 
Filger, Chicago office of True Story, who arranged 
the informal party. 


Ward Crosley 


NEW CONCEPT—Listening to Ralph Sharp, director of 
research for Street & Smith Publications, outline 
new market evaluation concept are Robert Foshay, 
national coordinator of S&S’ Three-Star Edition; 
James Ward of J. A. Ward Inc., and Arch Crossley 


Sharp 


of Stewart Dougall & Associates. Sharp told lunch- 
eon of independent research men, who were invited 
to comment on the study, that the stage of the life 
cycle in which a family falls is of greater signifi- 
cance than chronological age of head of family. 


in trade ads and brochures. 


Slow down and 
LIVE...longer ! 


ESSQ STANDARD 


‘55 S-D POSTERS—Dec. 1 this year is Safe Driving Day, sponsored by 
the President’s Committee for Traffic Safety. Several thousand 
posters, including the one at top, are being displayed, carrying the 
President’s message to “make every day safe driving day.” Walt 
Disney created and donated the “Hurry Bug” (center) a few years 
ago for the Slow Down and Live program which has the official 
endorsement of 48 state governors and is conducted by the National 
Conference of State Safety Coordinators. Esso Standard Oil Co. has 
used traffic safety posters consistently since 1948. For the past three 
years it has been conducting its outdoor safety campaign on a 12- 
month basis. (Story on Page 2.) 
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you know 


they want it 


WEEK AFTER WEEK IN CANADA, THE STAR WEEKLY IS “PART OF THE SHOPPING” 


The Star Weekly covers all English-speaking 
Canada, from Atlantic to Pacific—with its 
heaviest circulation in the big cities and rich 
urban market areas where most goods are sold 
—yet with coverage unmatched in its field of 
the hundreds of smaller centres which any truly 
national advertising campaign must reach. 
And remember—when you reach out for the 
buying attention of Canadians through Star 
Weekly advertising—reader interest meets you 


half-way! Almost exactly half of all the Star 
Weekly's huge circulation is bought for cash 
each week in the stores where your goods are 
sold. The balance is home-delivered (on the 
C.O.D. basis) every week by carrier boy, with 
only 0.4% sold by cash subscription. 
Cash-confirmed readership, Canada-wide dis- 
tribution and fine-quality printing all combine 
to make your advertising dollar worth more 


in the Star Weekly. 


il 
wee 


_ STAR WEEKLY 


Published at 80 King St. West, Toronto. Montreal Advertising Office, University Tower. U.S. Representatives: Ward Griffith Company Inc, 


3 3 r £ « 
ri - ,y : a ae a ROS a ee | ~~ Ne a se “aps ee > a Aiea cae ; ee eT tee . Sey! “ 1 4 ; Gi gh ey ss ? x “s ar ae 
fica . : | «<> ; ( ia Ay if f 
one 
~ " 
ce 
a 
Sa 
i 
je 
aA 4 ~ ™ 
i f —" 7 ANS s § a * 
: 4 - - # > 
. & : y ak 
; : Sn 
* r - . “ oe a way % ' i " e : 
| “) : ert ; . , 
es bs iT) < 
= [ = \S ak 3 3 4 .. < 3 3 ae 
; cor — eo & 
= - . s te ca 
Sete } { a Ee z a 
® } ’ 
; 4 q es Son 
~ _— ts 4 
eee : emery fe) 
. 3 | A io = 
ll ‘ iZ — ee Pies 
39 , af i) Ma de a Sait _ pe! ' j fe ‘ : 2 be, { 4 ileal 
Sie : i 3 } r hy ee x bell 
. sa bg te hg a ‘ oS seen eee 5 
mm Ph : . ‘ews a | aaa ‘ 
. a) > ie - a ae x 
| es i e oe * FM . = Lg \ 
a ee ‘ “Te — | - Yeo 
s - > ee : s * = ' ‘ _ “F<. ; . ay ¢ ae bs : 
4 $ . ‘ es . a ae 2 .4 .. +. ; ? f 
a: ) > - ’ * i ay ‘ - 2 ‘ #2 wfe wo, : ee . gt ae : ' . 
) LO iti. ‘ a se Soca ano * 3 
ee mpeg at “ exes Toes és : we ; 
. pee “ets “na i z% 
ae SS - ‘* } © ~~ ‘, i ! 
~~ <2 ° ' oo ia 
| re / “< ad ‘ oS eee iis “oe ee * ‘ ' of 
- PM A re Sn | 
“ . : “ re. aR, a a a ci Sa ‘ i. . 
| * a Ys he 
; X Se mks | - »* he : © ' ae SS . - 7 i 2 \ 
ae me ‘'» x a“ fe 6ljk ST BS 
| My i, ee ot a \ \ i ; —_ + es 
Soe ss % 4 \" ae = : “ a . P 4 ~~ om * “ 
Rites. iw : . a ACO IE : ear 
a a 3 4 4 LS ia oi ee 
. P ny 9 % \. q e 4 wes fo AZ 4 4 2 ig q * go 
~' A! ‘on 4 ee . ti . : : ’ ‘ ‘ 
| X Sits. tS ae nf . Soa a A 
ff : ae ae ity Me —~ ° 
% . ae Ss Cs P o 2 ; 
. ‘ we ve fy) p of - 
~ 
+) ‘ 
ee 
: 
‘ 
: 
a 
: 
- 
‘ ‘ ; P 
doin & 6 \" vy Aw 3 ode 
¢ Oss 30, Jam SIF\\> Jie f toe 
. - mi ~ ~~ Sas AS’ > of 7 (pe & < 
ie. bie Me A) ret "Gs ye) bho = a 
a ia Wy eos Re ee 
se Cf ae | = oe. a ee ee 
. . ° Bi ae whee y” ie es aii Feet AH 
Ret Sete air ay ie eae 
| 
: 
Pere | , : ee 7 . : : 
care fears ee EN Tdi pee ee oR eee Sy ein iey kOe ge pty Sets og ta! aye eee ot. te! Wn Tere tes geet Pas: ee me eae ee One? OAS | tN NWS Bo nes Pea en RO iy Teak hee ef pea My INE ai ote j oy 4 eee 
Rea Fray se oe ONES eg. css RL oy Na Bas Oe Ce ae are a ea el abe i sh a Saal en Bis Roe, aeaae ae I yee OS ont Weber et Soe aero akg Ge oe 2 Lee eae Pe tO ey iS a eas ce MG a, Ge REET CRORE MOTO RE Re gS aS 
aie a. fare ey A te an Me ENS Soci ite Veet Dee Oe) aes Net POON eae ieaeee nr PAC Ville Sake yaa ity SNe retin eon OiBat iat ens Da ae ORR, Soba 12 Os sree So Ue ee ine a PE Behe tie edn ie a ee 
P25" RE ee, el ee ot is % Ke 5 ft Pe ein ER ne idole 5 OR Y,5 NS oN, S45, Pe oon eee. 2 ays er Tee ean oa, a ee wh ap eee ae! a IS seal Sapte aR” Bee ey ZSSel as A> 2 Le ede eS Blt he Roe. Gee ee ke eee 
c. was: Sir gta ee ere age REN oy eae Pa hee lo CUE yr ES FOS. ras age gia phen Dea ake Me Ls eh ee Se cet wand Meee Se cee Woe Pe ee Fle a Ra eS! poh tat at Pea rer NMS ogre ae ae ee 
Sape.<. ee Ties Agee pares EET Ry ame eee et gay tae in ey Water tet. Sas Sek eer, oe RT Ge SRR Stn, WOE ye ogae oS ae SY “Score ee Saar ps i Ne ET ea pone Stared AO ae ate SS ae Pathe ts 


a ; aie a \. eee - a Pigg Sy BE Fea 
ye: Soe PS Dee Be La er ORD | 


ES alter) AMEE cee Soin» Se = IE eee Oo : a ; d oo AO See Pe Pag one he pe Ae eS Sey See A Ce $ i! och Oe ee he a SF Re eine : es ey ‘ mn es ot ER Rad th de ta SOP DST 
er) A te CBee BA ERE ee eS ee reg 2 ly "hele mache 1 ane f 2 a ¥e Ge Pe ee “ sb iy f i l ssemesnamaiate 
: ‘ My ; . l ‘ ; 2 


A ie RT TG, 


54 


appointed John F. Karr manager 
of market research. Mr. Karr pre- 


Trane Co. Names Karr 
Trane Co., La Crosse, Wis., man- 


Trendex TV Ratings 


napa a peg — hhc was in market research in Nov. 1S. 1955 
ing and ventilating equipment, has | Detroit. 
: eat Sixteen Multi-Station Cities 
Rank Program Rating 
My ° 1 $64,000 Question (Revlon, CBS) .........secsessssesnsssnesnesennsseeneanensnnenenrenenee 45.2 
elaboraciones y envcases 2 The Ed Sullivan Show (Lincoln-Mercury, CBS) ............ccccccccsceeceereeeeseeeeee 35.5 
3 1 Love Lucy (P&G, General Foods, CBS) ........cccccccseseseseesnesrseeesesees 31.3 
Edited in Spanish by native Latin 4 Re aac cllettalst tecasennetccsepeseqnocsccccccscecetecocees 29.1 
Americans, it is closely read by 5 Gime OF Dhara (Chiryalets CBG) ann isenceccesce.. cccsccccovecccsncecescrscnnscessnccecoeses 28.6 
more than 3,500 leaders of man- 6 Disneyland (American Motors, American Dairy, 
ufacturing and processing indus- Nee oe cial iniedildsinecvocseitions 28.5 
tries, including producers of foods, 7 Penge Y (Buick, CBS) pony 
drugs and cosmetics. Besides its e eayypaanere ° aap Paieeretikiagintpennnrmer-cavobsserermecostenenteresees ae 
regular pages filled with informa- 8 Talent Scouts ar = psa SET ee he Oe. Ree OR ty 
tion essential to these important 9 Jack Benny (Lucky Strike, CBS) ........cccccscsssessssenerenesesnsnesenensresentseneeees ’ 
buyers of equipment and ma- AMERICAN INDUSTRY 10 Red Skelton (Pet Milk, Johnson wax, CBS) o......cccccccccsscsesceseesesseseeeeenee 26.7 


chines, ELABORACIONES y 
ENVASES offers its readers val- 
uable data service, including free 


velop sales promotion activities. 


Falstaff Names Fort to Head 


Write today for complete market facts! “Gee! Two heads 


translation and referral to Amer- 


ican manufacturers. Should your THE CANTERBURY PRESS 


product be offered in this impor- , 
tant market? 2001 Calumet Chicago 16 


New Marketing Department 
Falstaff Brewing Corp., St. Louis, 
has formed a new department 
combining marketing training and 
sales promotion. J. V. Fort, who 
has been director of sales training, 
has been named to head the new 
department, which will train sales 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Artioules Electrices — Elaboraciones y Envases — La Tienda — 
Radio y Articules Electrices Catalog File — Bebidas Annual Directory 


a maher 


publication 
Publishing since 1934 


Byron Newton, formerly assist- 
ant sales manager in Austin, Tex., 
for Falstaff’s southwestern divi- 
sion, has been named assistant 
training director. An assistant sales 
promotion manager will be ap- 
pointed in the near future, accord- 
ing to Karl K. Vollmer, v.p. and 


ARE better than one!” 


Yes, Angostura leads a double life! 
Not only does it make Manhattans 
the tastiest guest beyuiler of them 
all, it also gives your soups and sal- 
ads real piquant style. Remember, 


and advertising personnel and de- | director of marketing. 


when it comes to food OR drink, 
don’t forget the Angostura! 


AGOSTUpy 


AROMATIC BITTERS 


A Service of the Philadelphia DAILY NEWS: 


Indispensable in drinks. . . 
Irresistible in foods! 


ANGOSTURA BOWS AS FOOD SEASONING 
—Angostura-Wuppermann Corp. 
has launched a small-space cam- 
_paign in magazines to promote the 
‘use of Angostura aromatic bitters 
as a flavoring in foods as well as 
drinks. Media include Esquire, 
Holiday, The New Yorker, News- | 
week, Sports Illustrated and Time. 
Ruthrauff & Ryan is the agency. 


Immortal "Tnhoushnts 
of the 
Phnilosophers 


Roto-Broil Expands TV, 
Signs ‘Super Circus’ 


Roto-Broil Corp. of America, 
Long Island City, N. Y., has taken 
over as weekly sponsor of half of 
“Super Circus” on ABC-TV. One 
week the company presents the 
first 30 minutes of the telecast; the 
next week it carries the second 
half of the show. This leaves one 
alternate-week half-hour sustain- 
ing, with Chunky chocolate contin- 
uing as an every other week spon- 
| sor. 
| Roto-Broil currently airs partic- 
ipations on “Today,” “Home” and 
“Tonight” on NBC-TV, supple- 
mented by spots in 73 markets and 
the “Roto-Magician” cooking pro- 
gram on 100 tv stations. Spots also 
are running on 27 radio stations. 
Product Services handles the ac- 
count. 


“Baldness may not be pretty, 
but it’s neat.”—ANON. 


The bald facts about life in Philadelphia 
show that the space buyer’s lot can indeed 
be a happy one. Just let the DAILY NEWS 
help carry your load. 


The new DAILY NEws blankets a market 
of its own. A “tight little island” of some 
180,000 prosperous families, many with 2 
or 3 weekly paychecks. They buy our paper 
because they want our paper. 


SPARK EVERY PROMOTION 


with Genuine — 


Furthermore, our devoted readers see your 
ads in our sparkling tabloid pages . . . we 
couldn’t bury you if we tried! Know these 
facts, you merry space-buyers, and live a 
richer, more rewarding life. Our paper may 
not grow hair, but it will put muscles on 
your sales campaign in Philadelphia. Fol- 
low the lead of the alert advertisers who are 
giving us such eye-popping increases: well 
over 1,000,000 lines first 10 months 1955.* 


PHILADELPHIA DAILY 


NEWS 


NEW YORK: William A. Maher, 415 Lexington 
Ave., Murray Hill 2-9197 


CHICAGO: J. J. Twomey, 333 N. Michigan Ave., 
Andover 3-5270 


DETROIT: Chas. Sheppard, 1061 Penobscot Bldg., 
Woodward 2-3080 


*Total daily advertising—Media records 


The PHOTOMATIC Co. 


$3-59 E. Illinois St. * 11, mM, 
Phone WHitehall 4- 
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FIELD & STREAM. 
$1,832,415 


The Smart Money is on Outdoor Life! 


When you buy advertising space, how do you measure competing delivers the greatest bonus over guarantee, at the lowest basic cost- 
magazines? per-thousand in the field! 


By advertising revenue? Then OUTDOOR LIFE is your primary 
magazine buy in the sportsman’s field. In the first ten months of 
1955, advertisers invested far more dollars in OUTDOOR LIFE than 
in either of its two competitors, according to latest available P.I.B. in the business. To get the 


figures (Jan.-Oct. 1955). full story on OUTDOOR 
By circulation? A most important consideration. Here once again, LIFE and the booming 
OUTDOOR LIFE is No. 1. — the only sportsman’s magazine to market it serves, contact 
deliver more than 900,000 net paid A.B.C. circulation. OUTDOOR your nearest OUTDOOR 
LIFE leads its field in total circulation and in newsstand sale — and LIFE office. 


UTDOOR LIFE 


First choice of discriminating sportsmen 
First choice of discriminating advertisers 


NEW YORK + CHICAGO +» DETROIT + LOS ANGELES + SAN FRANCISCO + BOSTON + PORTLAND + SARASOTA 


Any way you look at it, OUTDOOR LIFE is the top magazine... 
and the biggest buy ...in the sportsman’s market, the fastest- 
growing field of publishing 
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NAAN Elects Beam & Milici 

National Advertising Agency 
Network has elected Beam & 
Milici Advertising, Honolulu, to 
membership, bringing its total to 
36 agency representatives in 42 
cities of the U.S., Canada and Ha- 
waii. 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 
in FTTN —the one specialized book with top 
coverage of 11,047 top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 
ILLINOIS 


~ Nowinu of FLORIDA 
become a, WIV) STUDIO 


INO sstter where or MW san es ae 
show from Florida, WTVJ can do the job for you! 


WTVJ's NEW 34 FT. “NETWORK CONTROL ROOM 
ON WHEELS” IS EQUIPPED TO HANDLE ANYTHING 
UP TO, AND INCLUDING 12-CAMERA REMOTES. 
THIS UNIT WAS DESIGNED AND BUILT BY THE WTVJ 
ENGINEERING DEVELOPMENT STAFF. 


COMBINE THIS FACILITY WITH THE EXPERIENCE OF 
HUNDREDS OF REMOTES FOR QUALITY SERVICE 
ANYWHERE IN FLORIDA. IT IS NOW READY TO 
ROLL! 


For Complete details of WTVJ's remote facilities 
call or write to Mr. Jack Shay, WTVJ vice president bg 


in charge of operations. 


WIV) 


FLORIDA'S FIRST TELEVISION STATION 
100,000 WATTS POWER * 1,000 FT. TOWER 


TeLevieron 
NETWORK 


Basic Affiliate MIAMI 
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Advertising Age, November 28, 1955 


ROSE PARADE FLOAT—An artist’s sketch of the float to be entered by 
Snow Crop in the Pasadena Tournament of Roses parade to be 
staged Jan. 2. The Rose parade will be the focus of a December 
promotion for Snow Crop and a January promotion for Minute 
Maid. The promotion will include a six-week tie-in with “Queen 
for a Day” on 500 Mutual and seven ABC-TV stations in search 


of a queen to 


Minute Maid Airs 
Rose Parade, But 
Float Is Snow Crop’‘s 


PASADENA, Nov. 22—Minute 
Maid-Snow Crop will build two 
intensive promotions in December 
and January around its participa- 
tion in the Pasadena Tournament 
of Roses parade. 

For the first time, Snow Crop 
will be represented by a float in 
the parade. It will be taking the 
place of Minute Maid, which has 
been in the parade for the past 
four years. Minute Maid will, how- 
ever, again sponsor a 90-minute 
telecast of the parade over 101 
National Broadcasting Co. tv sta- 
tions. 

The December promotion for 
Snow Crop will follow the pattern 
of the one used last year by 
Minute Maid. It will be based 
around a six-week search, via the 
“Queen for a Day” show on Mu- 
tual Broadcasting System, for a 
beauty who will preside as “Queen 
of Liberty” on the Snow Crop 
float depicting the Constitution of 
the U. S. 

The queen will be selected from 
five finalists in a contest con- 
ducted through grocery stores 
throughout the nation. “Queen for 
a Day” is also telecast over seven 
western stations via an American 
Broadcasting Co. network. 


® The five finalists will be flown 
to Hollywood for appearance on the 
show and selection of the girl for 


ride the float. 


the float. In addition, they will be 
guests of Minute Maid-Snow Crop 
at the parade and the Rose Bowl 
football game and will also spend 
a week in Hollywood. 

The Minute Maid January pro- 
motion will be built around its 
sponsorship of the parade telecast. 
To back up both promotions, the 
company is offering grocers a 
variety of point of sale material 
as well as entry blanks for the 
contest. 


‘Background for Planning,’ 
Los Angeles Study, Out 

The Welfare Planning Council, 
Los Angeles region, has published 
the third edition of “Background 
for Planning,” designed to give a 
comprehensive picture of Los An- 
geles today. The publication, illus- 
trated with charts and maps, in- 
cludes data on Los Angeles county, 
census facts on population, race 
and nationality groups, income in 
Los Angeles county, and health, 
welfare and recreation expendi- 
tures. 

Copies may be obtained for $5 
each from the research department 
of the Welfare Planning Council, 
Los Angeles region, 729 S. Figueroa 
St., Los Angeles. Special rates are 
available upon request. 


KTVW Names Two A.E.s 

Newly appointed account execu- 
tives of KTVW, Seattle-Tacoma tv 
station, are Jim Hawkins, formerly 
with Fisher Flouring Mills, Seattle, 
and Bill Greene, formerly with an 
insurance and real estate company 


in Aberdeen, Wash. 
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Selling the “Board of Directors” means 
Big Business from Midwest farms! 


YOUR DEALERS SELL 


the Farm “Board” is pre-sold! 


A series of surveys covering nine 
classifications of Midwestdealers 
shows their overwhelming pref- 
erence for Midwest Farm Paper 
Unit as the advertising medium 
for the merchandise they sell. 
Naturally, dealers prefer Mid- 
west Unit Farm Papers. They 
know that on Midwest farms 
home and office are one and the 
family is the “board of directors’. 
It’s because everyone in the 


family has a voice in plans and 
purchases that these localized 
farm publications, going to 9 out 
of 10 farm homes in the Mid- 
west, do such a big pre-selling 
job for you and your dealers. 

So to build bigger sales and 
dealer loyalty in the Midwest, 
the world’s richest farm market;?’ 
advertise in the Unit—one order, 
one plate at a substantial saving 
in rates. 


MORE when 
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MIDWEST UNIT 
FARM PAPERS 


Farm 
Magazine A 


Farm 
Magazine B 


am c 1.216 MIDWEST HARDWARE 
; DEALERS REPORT 
arm 1.5% 4,186 Inquiries mailed 
yen D 1,216 Replies received 
SC. e ea — 29.0% Return — 
Publications foo ASR 


MIDWEST UNIT 
ARDS PAPERS 54.6% 
Farm 
Magazine A 
Farm 
Magazine B 
Farm 476 MIDWEST APPLIANCE 
Magazine C DEALERS REPORT 
Farm 2,737 Inquiries mailed 
Magazine D 476 Replies received 
20 Misc. — 17.4% Return — 
Publications ump 21.5% 


MIDWEST UNIT 
FARM PAPERS 56.8% 
Farm 
Magazine A 
Farm 
Magazine B 
Farm 
6.3% 480 MIDWEST GROCERY 
Magazine C DEALERS REPORT 
Farm 21% 4,667 Inquiries mailed 
Magazine D 480 Replies received 
20 Misc. peeseupeertineen = 10.9% Sajum'— 
Publications Pomapamae 169% 


OTHER DEALER SURVEYS COVERING FARM IMPLEMENT, LUMBER, FEED, AUTO- 
MOBILE, AUTO ACCESSORY AND DRUG DEALERS AVAILABLE ON REQUEST. 


"MIDWEST #2”"2“ UNIT 


250 PARK AVENUE, NEW YORK 17, N.Y. * Other sales offices at 59 E. Madison St., Chicago 3... 
110 Sutter St., San Francisco 5 . ..672 S. Lafayette Park Place, Los Angeles 57. 
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Well-set tables in Greater Philadelphia. 
People spend $1,400,000,000 a year on 
food! Their favorite newspaper is The 
Evening* and Sunday Bulletin. 


Readers are paying particular attention to 
the sparkling all-new dress of The Sunday 
Bulletin. With 10 separate sections and 
R.O.P. editorial and advertising color, The 
Sunday Bulletin is published on our new 


than any other newspaper 


presses, in new type, in the most modern 
newspaper plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they 
buy it, read it, trust it and respond to the 
advertising in it. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


rf Bs > nai seein 


reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 
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In Philadelphia nearly everybody 
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Feature Section 


Advertising Age 


TV's Struggle for Power 
The Art of Photo Cropping 
Food Supers Offer Lesson in Wrapping 


Depth Interviewing Overglamorized 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


HE NATIONAL NEWSPAPER OF MARKETING 


Some Limitations and Difficulties of Motivational 


Research in Solving Advertising-Marketing Problems 


By Naomi D. Rothwell 

Motivational research, familiarly and 
affectionately known as MR by those who 
use it, is currently making a great splash 
in the market research world. Articles in 
leading journals, books and discussion 
herald the new era of MR. Reputable and 
otherwise conservative firms are rumored 
to be spending large sums for MR. 


The Problem and MR’s Approach 

Why the furor? The answer requires a 
review of a critical problem which market 
research faces and MR purports to solve. 
It is the long recognized problem that 
there are discrepancies between what 
people say they do or think or like and 
what they actually do, think or like. This 
is the point of departure for all articles 
and arguments advocating the use of MR. 
As one writer puts it, “When we approach 
a consumer directly with questions about 
his reactions to a product we often get 
false and misleading answers to our ques- 
tions.”” Another says, “All too often people 
do not want to tell why they do things or 
they cannot tell because they themselves 
do not know.” 

The business man who employs market 
research wants to know why people buy 
or do not buy his products. But consis- 
tently honest research practitioners have 
had to submit reports to him filled with 
irritatingly roundabout conclusions like, 
“The people who say they buy your prod- 
ucts give these reasons in reply to these 
questions...’ Others, less aware of the 
method’s limitations or less honest, have 
reported more neatly and usefully, “Peo- 
ple buy your product because...” Some, 
consequently, were caught in serious 
error. They looked for new methods as 
did the people who had long sought hon- 
orable escape from circumlocution. 


= Leads which sounded promising came 
from clinical psychology. “Clinical psy- 
chologists have long been faced with a 
parallel set of problems—patients unable 
or unwilling to tell therapists directly 
(what they think or how they feel). The 
development of projective techniques as 
diagnostic tools has provided one of the 
most useful means to uncover such moti- 
vations and market research can well af- 
ford to borrow their essentials.” And 
this market research has done, hardly giv- 
ing the lender a backward glance. Now, 
by word association, sentence completion, 
picture response and a batch of other 
clinical tests, advocates of MR claim that 
it has forced consumers to reveal what 
they might otherwise choose to conceal 
about their preferences and buying be- 
havior; that it can “go below the conscious 
level to turn up findings,” that it obtains 
“unconscious reasons that motivate peo- 
ple without their knowing it.” These 
hitherto unrevealed reasons, it is claimed, 
are the real ones and they can only be 
uncovered by projective techniques or the 
other MR method, nondirective question- 
—Footnotes identifying authors and quoted 


material which originally appeared in the 
Journal of Marketing have been omitted. 


The analysis of motivational research as a marketing and advertising tool 
which is printed here is reproduced, with permission, from the October, 1955, 
issue of the Journal of Marketing, official quarterly of the American Marketing 
Assn. While in general the article emphasizes the negative aspects of motiva- 
tion research, it also helps explain some of the difficulties which face re- 
searchers attempting to forecast the reactions of consumers to particular ad- 
vertising stimuli. Mrs. Rothwell spent 10 years in research work for the gov- 
ernment: Department of Agriculture, Department of Defense and Bureau of the 
Census. At present she is doing free lance and consulting work. 


ing, also borrowed from the clinic. 


The Difficulties 

What is wrong with this? A backward 
glance at the source of the techniques ex- 
poses the dangers and fallacies. 

The following information about the 
best accepted and most carefully em- 
ployed projective tests is revealed in the 
literature of psychological journals. 

The major problem, as one writer 
states it, is the “determination of condi- 
tions under which inferences based on 
projective material directly relate to overt 
behavior and the conditions for the re- 
verse.” In layman’s language this says 
that trained clinical psychologists, aided 
by the knowledge of a great deal of back- 
ground material about their patients, hav- 
ing the advantage of being able to spend 
many hours with the patients, and able 
to administer batteries of tests as checks 
on each other, cannot always distinguish 
between projective test results upon 
which their patients will act and those 
which serve as a substitute for action. 
Having, for example, probed below the 
surface and discovered that a man wishes 
to murder his wife, the tester is stuck 
when it comes to predicting whether he 
will, in fact, try to kill her or whether his 
fantasies about doing so serve as an out- 
let for the desire and check any real im- 
pulse to act on it. 

Translating this major problem to mar- 
ket research terms, suppose you discover 
underlying and otherwise unconscious 
drives to buy your product. Will they be 
transformed into action? Or are they sub- 
stitutes therefor? It seems redundant to 
add that a need or desire which appears 
in a psychological test but is seldom or 
never demonstrated in action isn’t going 
to ring cash registers. 


Results Not Dependable 

A second group of problems arises from 
the fact that the results of projective 
tests are affected by momentary impulses 
and moods, by interactions between the 
tester and subject, by the time and place 
of the tests, and by how they are ana- 
lyzed. The way in which instructions are 
given, the tone of voice of the examiner, 
the sex of the examiner, the perceived 
role of the examiner, the environment 
in which the test takes place, the situa- 
tion into which the test is introduced, the 
interpretation of the test by the same per- 
son at different times or by different 


people at the same time—all have been 
shown to change test results. 

In terms of a market research study, 
then, clients should know that a different 
part of the personality underground 
which determines tastes for his product 
is tapped by different interviewers, by 
finding consumers in different moods or 
engaged in different activities, by inter- 
viewing people at home rather than on a 
shopping trip, and by employing different 
analysts even if they are equally skilful 
and honest. At best you have a fragmen- 
tary picture. And the problem of dis- 
tinguishing between a momentary im- 
pulse, which might or might not last 
long enough to result in a purchase of 
your product, and a more enduring dis- 
position to buy, remains. 


No Objective Methods 

A third drawback of the projective tests 
(with the possible exception of the 
Rorschach) is the lack of normative data. 
These are the kind we have for the 
better known intelligence tests. They 
show the range of response throughout 
the entire population. We know, in short, 
what “normal” intelligence is. But, un- 
til market research came along, most 
projective testing was confined to the 
sick, the maladjusted, the criminal and 
the sophomore psychology student. 


® In terms of market research, again, the 
lack of normative data interferes with 
realistic appraisal of the information col- 
lected. Granted that projective tests may 
obtain significant data about buying be- 
havior, no one can say what they signify 
until normal populations have been tested 
and have had their behavior studied. 
Refuting the claim that projective tests 
invariably tap compelling and vital mo- 
tivational material about the person to 
whom they are administered, there is evi- 
dence that, even in the clinic, these tests 
often elicit mere stereotyped responses. 
That is, people do not inevitably or con- 
sistently project or put themselves into 
the pictures or other materials the psy- 
chologists provide for them. They may, 
for example, answer questions in terms 
of someone they consider as “typical” or 
as they think the heroine of a novel 
might. Their stories may follow the plot 
of a good movie as well as the outlines of 
their own actual or fantasy life. On the 
other hand, there are some subjects who 
do project themselves into the tests but 


take care, as one clinician reports, “to 
keep the central character of [their] pro- 
jections from expressing any material 
that is clearly inconsistent with [their] 
concept of self or that violates cultural 
sanctions.” 

This, plainly, takes us back where we 
started. People are unable or unwilling to 
reveal themselves and their workings 
even if we try to divert their attention 
with tricky pictures and stories. 


Methods Abused 


There is sharp contrast between the 
hopeful but cautious clinicians who de- 
veloped projective testing and the boast- 
ful claims made for it by the MR borrow- 
ers. Here and there, among other claims 
made in the writings for the eye of the 
business executive, there is the implica- 
tion that he had better jump on the band- 
wagon, that in MR lies the future, and 
that the government is far ahead of him 
in recognizing this. It is true, in fact, that 
both the Army and Air Force have tried 
projective techniques. It is also true that 
they found these techniques useless for 
predicting qualities of leadership or po- 
tentialities as pilots. 

Any doubts raised about the value of 
projective techniques should be intensi- 
fied by observations of MR. For even if 
clinical psychologists had developed an 
excellent tool for market research, it has 
been badly employed and sadly abused 
by the borrowers. It is as if a serious at- 
tempt at seeking scientific knowledge 
were turned into a parlor game. But how 
could it be otherwise? What market re- 
search firm could administer a Thematic 
Appreception test or a sound variation of 
it in a few minutes on the doorstep or in 
the parlor, to a distracted housewife? 
And which would then engage in the 
controlled experimentation and other 
kinds of psychological research required 
to validate test results? Proper adminis- 
tration of a projective test requires an 
unhurried and relaxed atmosphere. A 
large number of carefully selected, stand- 
ardized and drawn pictures should be 
used. Interpretation of two or three pic- 
tures by themselves is generally unac- 
ceptable. Analysis of the test involves the 
search for consistent pattern through 
many pictures. Generally speaking, nei- 
ther the interviewers nor analysts of 
commercial market research firms are 
qualified to do the job. For the most part 
their borrowing has been confined to the 
impressive sounding names and aims of 
the test. 


a There is a_ second tool in the MR kit. 
This is the long narrative interview 
whose questions are open-ended, non- 
directive, or relatively unstructured. 


These questions permit the answerer con- 
siderable latitude for discussion and, so 
far as is possible, their wording avoids 
any suggestions of answers. Such “depth” 
interviewing, it has been claimed, gets 
below the surface to less superficial mo- 
tivational material than that provided by 
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a conventional questionnaire. 

It is true that skilfully handled non- 
directive interviewing can elicit full re- 
plies to questions about why people like 
a product they buy. And exhaustive in- 
terviewing may bring to light many com- 
ponents of the answers to the questions. 
But here again, the possible distortion in 
interpretation of such replies is immeas- 
urable. If, for example, you are trying to 
learn why a consumer bought a Ford 
rather than a Chevrolet, and if he is ar- 
ticulate and cooperative, he can provide 
you with lists of logical reasons, reports 
of hours of well remembered family dis- 
cussions, total recall of a salesman’s hard- 
hitting pitch. But all these might have 
been outweighed in the actual decision 
making by a brief half-forgotten glimpse, 
a dim childhood memory, an unrecognized 
stubborn streak, or a learned reflex. So, 
even when some or all of the subtle inter- 
acting decision controlling information is 
dredged up during the course of a long 
interview, no method of evaluating it is 
provided. Honesty thus requires that the 
results be reported as “people say they 
buy because” rather than “people buy 
because.” 


Other Approaches Considered 

Where does this leave us? We can re- 
turn to the point of departure, the annoy- 
ing fact that there is discrepancy between 
people’s answers to questions and their 
behavior. Having attacked MR which is 
the currently advocated solution for the 
problem, alternative suggestions to it 
might be considered. The few which are 
sketchily outlined do not constitute an 
exhaustive list of possible solutions. They 
are, on the contrary, incomplete and 
tentative proposals offered with no guar- 
antee of success. None is considered a 
panacea and few have the novelty or 
glamor of MR. It is pedestrian, for ex- 
ample, to suggest that the problem of 
market research will be solved only after 
reams of answers to questions about buy- 
ing behavior and preferences are col- 
lected and checked against quantities of 
observational data. We can go on asking 
people whether they like our product and 
what there is about it they like. Then we 
need to watch them to see if, in fact, they 
purchase it and what are the conditions 
under which they do or do not buy it. 
The task involves continuing and sys- 
tematic research but its reward may be 
the measurement of the observed dis- 
crepancy between people’s words and be- 
havior. 


A second suggestion is that much more 


be done in the area of experimental de- 
sign for market research. It was mostly 
by controlled experimentation that the 
clinical psychologists cited in this paper 
uncovered and began to measure the lim- 
itations of their methods. Other market 
research methods require similar testing 
and evaluation. Furthermore, some of the 
reams and quantities involved in conduct- 
ing survey research might be foregone if 
the surveys were designed as experi- 
ments. And, finally, there is no alterna- 
tive to an experiment for the study of the 
significant effects of time—how changes 
in buying behavior occur, how shifts in 
consumer preferences arise, what is the 
potential demand for new products or 
product variants. 

Third, some of the market research 
now being conducted in the field might 
better be confined to the clinic and 
laboratory for the present. The clinic is 
the best place in which to determine how 
deep are the motivations involved in pur- 
chasing decisions. It is possible that some 
of these motivations may be more super- 
ficial than MR now indicates. 


a The laboratory of the experimental 
psychologist should also be exploited. 
The study of the role of habit in influ- 
encing buying behavior, for example, is 
one which could better be accomplished 
by observing people in a psychologist’s 
laboratory than by trying to ask them 
questions, the answers to which may not 
be in their conscious, semiconscious or 
unconscious thoughts, but outside their 
sphere of knowledge and perception. 

Many suggestions for improving ques- 
tionnaire designs would, if followed, pro- 
vide major though not revolutionary 
improvements in market research. For 
example, if questionnaires concerned 
themselves more with the collection of 
narrative reports, what people say they 
do, and less with the collection of replies 
to why questions, they would be on 
sounder ground. 

One idea more radical than those listed 
comes from the writings of the Harvard 
economist James Duesenberry and the 
Chicago sociologist David Riesman. They 
question the extent to which preferences 
and buying behavior are individually de- 
termined. Both suggest that a social group 
even larger than the family unit is the 
basic determinant of consumer demand. 
Market research has not yet explored sys- 
tematically the hints in their work. May- 
be sociometry can provide some tools for 
doing so. But, before borrowing them, let 
us take warning from MR and examine 
very critically what is being loaned. 


Looking at Radio and Television... 


The Coming Struggle for Power 


By The Eye and Ear Man 

You can look for a bitter battle to break 
out shortly between advertising agen- 
cies and networks over control of pro- 
grams. It’s been brewing a long time, 
and having prominent network officials 
make public remarks about agency com- 
missions on package shows will speed it 
up. Clients, already sensitive about cava- 
lier treatment they’ve gotten from net- 
works, can be expected to back the agen- 
cies. 

The battle will revolve around these 
points: 

1. The super-genius concept. Most agen- 
cies and many clients will agree that 
central control of programming is essen- 
tial, and that some one must balance pro- 
gramming for the benefit of all clients 
using contiguous programming. But they 
will not grant that the one-man super- 
genius should make unilateral decisions; 
they feel no one man is that good. 

2. Network records on net-produced 


shows. A quick run-through of network 
packages, plus the muddled spectacular 
record, indicates that too many have in- 
different average audience ratings. This 
means that clients and agencies can ques- 
tion the oft-expressed network verdict 
that “after all, we’re in the entertainment 
business and we understand what is en- 
tertainment.” As a matter of fact, top 
shows tend to be produced by a producer- 
writer-star team. Shows like Jack Webb’s 
“Dragnet,” Desi-Lucille-Jess Oppenheim- 
er’s “I Love Lucy,” Sullivan-Marlo Lew- 
is “Ed Sullivan Show,” John Guedel with 
Groucho Marx, Lou Cowan and the “$64,- 
000 Question,” Hal Kanter and George 
Gobel, Disney and “Disneyland,” and 
Jackie Gleason all spring to mind. Agen- 
cies have been willing to build, produce 
and control shows, and a number of them 
are now on the air. Many of the produc- 
ers now working for package companies 
or networks were agency employes, and 
could be induced to become employes 
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tomobile advertising, but it does, in our 


an ad not unlike it for its 1955 model. 
Nowadays, car manufacturers—with 


® This intrigues us. In fact, it reminds 
sings a song about her elbow. 
Are cars to be distinguished from one 


back into a deal involving a new car? 


if we went driving after dark. 


something not only a little more useful 
to the price we had to pay. 
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This ad, announcing the new Dodge, brings nothing new and startling to au- 


That trend is to stick the rear end of a car in the reader’s face. Plymouth had 


feature to brag about (like the car manufacturers of, say, 30 years ago)—have 
to take full page newspaper or magazine space to brag about a rear light. 


one wait until they go by before he knows the particular make that has passed 
him? And what does this signify—that, because of the high price, one must 


This particular Dodge rear light may be photogenic, but we wonder just how 
practical it is. With increasing speeds on the new super highways and turn- 
pikes, we have a sneaking feeling the Dodge rear light, being as small as it is, 
wouldn’t be particularly safe; wouldn’t notify some highway-hypnotized 
driver behind that we were puttering along in front. If we owned a car with 
a rear light like the new Dodge’s, we’d be inclined to hang a red lantern on it 


And, if we advertised the car, we think we would be inclined to feature 
, but something a little closer in value 
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opinion, typify a trend. 


practically no other really distinctive 


us of Katisha, in “The Mikado,” who 


another, now, from the rear end? Must 


again as the battle for power looms. 

From these points, one might conclude 
(as agencies and sponsors have, in many 
cases) that: (a) the best tv shows are 
produced by individuals who own the 
show and share in its profits; (b) no one 
is infallible in selection and building of 
programs; (c) networks have made many 
mistakes in programming and have stuck 
to their judgments longer than they 
should have; (d) advertising agencies 
are willing and able to make deals with 
individuals, packagers and producers in 
order to have the right to move a show 
to any network for a better time period; 
(e) it is theoretically possible for a client 
and agency to make a deal with an own- 
er or star of a show that is so good it is 
certain to be able to carve out a good 
time on any network—and the agency 
can negotiate favorable terms by play- 
ing networks against each other. 


= It might be well to bear two more things 
in mind, in order to understand the flow 
of battle. Despite popular notion, half the 


time periods are bought by blue-chip 
advertisers who can afford to hold them 
indefinitely. Their percentage of adver- 
tising cost to sales permits them to meet 
any foreseeable rise in tv costs. It is clear- 
ly to their advantage to secure more con- 
trol over the talent and programming and 
to prevent what seems to them to be sei- 
zure and abuse of power by networks. 


= Further, it is possible that agencies 
may be driven to negotiate for package 
control because their commission struc- 
ture is threatened by the Department of 
Justice suit. They feel they’ve been 
pushed around by the networks, and they 
feel that the magazine concept (while 
sound in half the time to accommodate 
advertisers whose budgets won’t let them 
get into weekly tv programs) has its lim- 
itations. 

Agencies feel strongly that networks 
should understand one thing clearly: that 
commission is based on servicing an ac- 
count and not media buys. If a client has 
a million-dollar budget, he gets $150,000 
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SUPERMARKET NEWS DELIVERS 


Syple MARKET COVERAGE! 


. 


It's big . . . it’s dispersed . . . it’s dynamic. That’s the supermarket industry. 
And it takes a big publication to supply the decision-making executives of 
the industry the news and ideas they need to operate more efficiently and 


more profitably. In today’s highly competitive market, these executives can’t 
wait weeks and months for news. 


SUPERMARKET NEWS is the big publication serving the supermarket indus- 
try. In the first nine months of 1955, SUPERMARKET NEWS printed 12,986 
separate news and idea stories — printed them days, weeks and months ahead 
of any other industry publication. 


Yes, SUPERMARKET NEWS, the industry’s only national weekly business 
paper is the unquestioned leader when it comes to providing fast, complete 
and objective news coverage of the $35 billion grocery store business. 


More than 35,000 paid subscribers* make SUPERMARKET NEWS the leading 
paid publication in the industry. In planning your 1956 trade media sched- 
ules, compare all publications in the supermarket and retail grocery field. 
We believe you will agree that SUPERMARKET NEWS should be your number 
one choice, too. 


No publication can match the editorial team and the modern newspaper 
facilities of SUPERMARKET NEWS. Working under the direction of our New 
York editorial staff are full-time reporters in 30 bureau cities, correspondents 


in 303 U.S. cities and 26 foreign countries. 


THIS NEWS NETWORK ENABLES SUPERMARKET NEWS TO DELIVER SUPER MARKET COVERAGE: (BUREAU CITIES IN BOLD FACE). 


ALABAMA: Auburn, Birmingham, Montgomery, Ramer, Tuscumbia 
ARIZONA: Phoenix, Tucson 
ARKANSAS: Little Rock 


CALIFORNIA: Bakersfield, Fresno, Laguna Beach, Los Angeles, Modesto, Oakland, 
Sacramento, Salinas, San Anselmo, San Bernardino, San Diego, San Francisco, 
Santa Barbara, Santa Rosa, Vallejo 


COLORADO: Colorado Springs, Denver, Pueblo 


CONNECTICUT: Bridgeport, Hartford, Middletown, New Haven, Norwalk, Rockville, 
Stamford, Waterbury 


DELAWARE: Dover, Wilmington 

FLORIDA: Jacksonville, Lakeland, Miami, Orlando, Pensacola, Tallahassee, Tampa 
GEORGIA: Athens, Atlanta, Augusta, Dalton, Gainesville, La Grange, Macon, Tifton 
IDAHO: Boise 

ILLINOIS: Champaign, Chicago, Danville, Decatur, Peoria, Rockford 


INDIANA: Anderson, Evansville, Fort Wayne, Goshen, Indianapolis, La Porte, 
South Bend, Terre Haute 


1OWA: Cedar Rapids, Davenport, Des Moines, lowa City, Keokuk, Manchester, 
Newton, Sioux City 


KANSAS: Salina, Topeka, Wamego, Wichita 

KENTUCKY: Frankfort, Lexington, Louisville, Paducah 
LOUISIANA: Baton Rouge, Lake Charles, New Orleans, Shreveport 
MAINE: Auburn, Augusta, Bangor, Portland 

MARYLAND: Baltimore, Cumberland, Salisbury 


MASSACHUSETTS: Boston, Brockton, Fall River, Fitchburg, Gardner, Haverhill, 
Lawrence, Lowell, Newsburyport, New Bedford, Pittsfield, Salem, Springfield, 
Worcester 


MICHIGAN: Ann Arbor, Battle Creek, Dearborn, Detroit, Grand Rapids, Houghton, 
Jackson, Kalamazoo, Lansing, Pontiac, Traverse City 

MINNESOTA: Duluth, Faribault, Mankato, Minneapolis, St. Cloud, St. Paul 
MISSISSIPPI: Greenville, Jackson, Meridian, Natchez 

MISSOURI: Jefferson City, Kansas City, St. Louis, Springfield 

MONTANA: Billings, Butte, Great Falls, Helena 

NEBRASKA: Lincoln, Omaha 

NEVADA: Las Vegas 


NEW HAMPSHIRE: Concord, Laconia, Manchester 

NEW JERSEY: Atlantic City, Bridgton, Camden, Elberon, Elizabeth, Hackensack, 
Newark, Passaic, Paterson, Red Bank, Ridgewood, Somerville, Trenton 

NEW MEXICO: Albuquerque 

NORTH CAROLINA: Albemarle, Ashboro, Asheville, Burlington, Charlotte, Durham, 
Fayetteville, Gastonia, Goldsboro, Greensboro, Greenville, Henderson High Point, 
Kannapolis, Kinston, Laurinburg, Leaksville, Lenoir, Marion, Monroe, Morganton, 
New Bern, Newton, North Wilkesboro, Pine Bluff, Pinehurst, Raleigh, Rocking- 


ham, Rocky Mount, Rutherfordton, Salisbury, Sanford, Shelby, Statesville, 
Traphill, Wilson, Winston-Salem 


NEW YORK: Albany, Amsterdam, Auburn, Binghamton, Buffalo, Elmira, Farming- 
dale, Glens Falls, Gloversville, Hicksville, Ithaca, Jamestown, Levittown, Mineola, 
Port Chester, Poughkeepsie, Rochester, Syosset, Syracuse, Troy, Utica, Wantagh, 
Wallkill, Watertown, White Plains 


OHIO: Akron, Cambridge, Canton, Cincinnati, Cleveland, Columbus, Dayton, 
Huron, Painesville, Springfield, Toledo, Youngstown, Zanesville 


OKLAHOMA: Oklahoma City, Tulsa 
OREGON: Eugene, Klamath Falls, Portland, Salem 


PENNSYLVANIA: Allentown, Easton, Erie, Harrisburg, Hazleton, Johnstown, Lan- 
caster, Levittown, Meadville, McKeesport, Morristown, Philadelphia, Pittsburgh, 
Pottstown, Pottsville, Reading, Scranton, West Hazleton, Wilkes-Barre, York 


RHODE ISLAND: Providence 
SOUTH DAKOTA: Sioux Falls 


SOUTH CAROLINA: Anderson, Bennettsville Charleston, Clemson, Clinton, 
Columbia, Greenville, Greenwood, Lancaster, Myrtle Beach, Pickens, Rock Hill, 
Spartanburg, Sumter 


TENNESSEE: Chattanooga, Elizabethton, Johnson City, Kingsport, Knoxville, 
Memphis, Nashville 


TEXAS: Amarillo, Austin, Beaumont, Corpus Christi, Dallas, Denison, El Paso, 


Fort Worth, Galveston, Houston, Lubbock, Port Arthur, San Angelo, San Antonio, 
Waco 


UTAH: Ogden, Provo, Salt Lake City 
VERMONT: Burlington, Rutland 


VIRGINIA: Alexandria, Charlottesville, Danville, Lynchburg, Martinsville, Norfolk, 
Portsmouth, Richmond, Roanoke 


WASHINGTON: Seattle, Spokane, Yakima 
WEST VIRGINIA: Charleston, Clarksburg, Martinsburg, Wheeling 
WISCONSIN: Beloit, Eau Claire, Green Bay, Madison, Milwaukee, Stoughton, 
Wausau 

WYOMING: Casper 

Washington, D. C. 

HAWAII: Honolulu 

PUERTO RICO: San Juan 

ARGENTINA: Buenos Aires 

AUSTRALIA: Melbourne, Perth, Sidney 
AUSTRIA: Vienna 

BELGIUM: Brussels 

BRAZIL: Rio de Janeiro 

CANADA: Edmonton, Hamilton, Montreal, Ottawa, Toronto, Vancouver, Winnipeg 
ENGLAND: London, Manchester, Surrey 
FRANCE: Paris 

GUATEMALA: Guatemala City 

GERMANY: Frankfurt 

HOLLAND: Amsterdam 

HONG KONG 

INDIA: Bombay, Rangoon 

IRELAND: Belfast 

ISRAEL: Tel Aviv 

ITALY: Milan, Rome 

JAPAN: Yokohama 

MALAYA: Singapore 

NEW ZEALAND: Wellington 

PAKISTAN: Karachi 

PHILIPPINES: Manila 

SOUTH AFRICA: Johannesburg 

SPAIN: Madrid 

SWEDEN: Stockholm 

SWITZERLAND: Zurich 

THAILAND: Bangkok 


a 


Supermarket News A Fairchild Publication, 7 E. 12th Street, New York 3, 


* Par. 9, ABC Publisher's Statement 
N. Y. for the period ending June 30, 1955 
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analysis, copy, research, and hundreds of 
daily service details. If he gets sales for 
the service, he gets value received. If he 
doesn’t get sales, he gets a new agency. 
And any talk about agency commission 
to a single medium is sophomoric, in the 
agency view. 


® Finally, agencies and clients alike are 
restive, not only about the claimed su- 
perior judgment of programs, but about 
reported sales in which a service program 
worth of service in sales counseling, media 


On the Merchandising Front... 


or daytime participation buy assisted in 
clearing desirable evening time. And they 
are dubious about whether a network is 
entitled to profit on programming in cases 
where the show is net-produced, locked 
into prime time, and without the competi- 
tion of a show produced by the agency or 
the alternative of placing another show 
in the desired time period. Until the FCC 
acts to furnish three-station competition 
in every market, this arbitrary control is 
reenforced, and the buyers are acutely 
unhappy. And it will be quite a battle. 


Food Supers Have a Wrapping 
Lesson for Other Retailers 


By E. B. Weiss 
Merchandising Consultant 

The food super, which has pioneered in 
the application of more ideas for efficient 
retailing in the last decade than all other 
retailers combined, is once again pointing 
the way to other retailers. This time, the 
food super is showing 
other retailers how to 
take the completely ar- 
chaic function of wrap- 
ping up the merchan- 
dise for the customer 
and modernize it for 
greater speed and 
greater economy. 

The food super was 
propelled in this direc- 
tion when it developed 
the self-servicing of meats and produce. 
This necessitated wrapping shortcuts, in- 
asmuch as the old hand techniques in- 
volved costs that more than balanced out 
any economies inherent in self-service. 

As a consequence, both the food supers 
themselves and their various equipment 
suppliers have developed absolutely in- 
genious devices and contraptions by the 
score that apply mechanics and even elec- 
tronics to the basic function of wrapping. 
There are scores—nay, hundreds—of these 
devices and techniques in use today in 
thousands of food supers. One is more in- 
genious than the other, and they are be- 
coming still more ingenious each day. 


E. B. Weiss 


a Yet, this Christmas, when you do your 
Christmas shopping (which is the only 
time some people in this world of adver- 
tising get into a retail store!), note how 
your purchases will be wrapped—especial- 
ly in department stores. And I am not 
talking about the expensive gift wraps. 
These probably must continue to be large- 
ly (although not entirely) hand affairs. 


Tips for the Production Man... 


No, I am talking about regular wraps. You 
will find, in most department stores and 
in any number of specialty stores, that a 
roll of paper, a few boxes or bags, a ball 
of twine, and a pair of shears—none, in- 
cidentally, stacked for efficiency—still 
constitute the basic wrapping procedure. 

I am positive that any retailer, and any 
retail executive, with a reasonable me- 
chanical and inventive mind, could study 
the wrapping techniques of his local food 
super and come away with at least a dozen 
time-saving, money-saving ideas. What’s 
more, the final result would be to please 
the shopper, because so much of the time 
lost through self-selection in such outlets 
as department stores is lost because of the 
time involved in the old-fashioned wrap- 
ping procedures. 


® I rather imagine, also, that the compa- 
nies that have developed the intriguing 
fixtures, devices, papers, bags, etc., which 
are proving so effective for the food super 
might very well study the potential appli- 
cation of these services to other retail out- 
lets—particularly the department store. 
And I think, too, that some of the gift- 
wrap suppliers might very well study the 
practicality of making the special gift- 
wraps somewhat less of the time-consum- 
ing, aisle-blocking procedure now in- 
volved. 

In this last connection, some department 
and specialty stores might be quite 
shocked if they could discover how many 
Christmas sales they lose because the 
shopper has been compelled to spend so 
much time waiting for special gift wraps 
to be completed. Also, the shopper is dis- 
couraged when counters, usually crowded 
anyhow during the big gift seasons, are 
still further jammed by customers waiting 
for their gift wraps—their regular wraps, 
too, for that matter. 


The Art of Photo Cropping 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, III.) 

Pictures play such an important part 
in today’s merchandising in print, that 
everything possible about the art of using 
illustration should be well understood. 
This is particularly true of the production 
man who, while he does not pretend to 
be a skilled artist or layout man, must 
perforce often handle the details of phys- 
ical planning. 

Pictures often are better when cropped. 
Or, cropping may serve to make them 
more dramatic or help fit the purpose of 
the message. 

Production men well understand crop- 
ping to change the proportions of the 
photograph to fit a determined size or 


shape. They also understand the merit in 
cropping off photo details which do not 
contribute to the desired impact. 


= It seems to me that there is a develop- 
ing art in photo cropping which deals with 
elimination for dramatic impact. For 
want of a better term I call this “rash 
cropping.” By this I mean hacking off 
sizable hunks of the principal part of the 
picture, thus illustrating by inference. 
Call it audience participation—where the 
reader fills in the missing parts. 

I once had an assignment involving a 
picture of Gloria Swanson. Space was 
limited and yet the picture had to be dom- 
inant in size. I put Gloria Swanson on the 
chopping board and started whacking off 
hunks of picture. I finally learned that 
Gloria looked very nice indeed minus on¢ 


TRY AN EXPERIMENT—Here we have a pretty good picture of Mr. Dragnet himself, trum- 
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Advertising Age, November 28, 1955 


pet in hand. Let’s see the different effects we can achieve by cropping. Second picture 

shows spotlighting by eliminating background; third shows further eliminating and 

increase in sizing. Below, we try cropping off more of the figure, and then focus 

more on trumpet and cigaret. Next we eliminate all but face and right hand. Here is 
spotlighting in print. 


ear, minus one eye, and minus one side 
of her face. She still looked like Gloria 
and the unconventional result proved to 
be a real attention-getter. 

I have before me a spread from my 
favorite advertising publication, ApvErR- 
TISING AGE. It is an ad for True, the man’s 
magazine. In the center of the ad, (AA, 
Sept. 26) bleeding top and bottom, is half 
a man, with the center fold providing the 
crop line. The headline was written to tie 
in with the layout idea: “How can you 
afford half-a-man when the same dollar 


will sell a whole man?” 

The result is incisive. 

Then there was an ad where the front 
half of an elephant was marching into the 
page from the left-hand margin. To the 
eye, it was a whole elephant. Everyone 
knows what the rear end of an elephant 
looks like! 

Experiment with rash cropping is just 
in its infancy, I think. It may be the idea 
you need to turn that ordinary piece into 
something unusual, and at very low pro- 
duction cost! 


Just Looking... 


Nothing slows up copy like a clutter 
of nouns. Gertrude Stein once set out 
to “rid herself of nouns.” The result 
was “Four Saints in Three Acts,” a 
play that makes pure nonsense to me. 
But there is no doubt that Miss Stein 
was on the right track. 

Take, for example, such a sentence 
as: “There never was a time when 
wisdom in the choice of motor oil was 
as important as today.” 

See how you rev up the reading 
when you use two nouns instead of 
four and write: “Never was a wise 
choice of motor oil so important as 
today.” 


= Descriptions are especially prone to 
bog down from an overuse of nouns 
and adjectives. Since Homer is so 
much in vogue again, let’s listen to 
him describing Ulysses’ golden brooch 
—with few nouns and no adjectives: 


By Walter O’Meara 


“All men marveled at the workman- 
ship, how wrought as they were in 
gold, the hound gazing at the fawn 
and strangling it, and the fawn writh- 
ing with its feet and striving to flee.” 

It seems to me, however, that the 
prejudice against adjectives has been 
carried a little too far. 


s The only trouble with most adjec- 
tives is that they are tired, if not com- 
pletely exhausted. Look at what Har- 
riet Van Horne can do with a few 
fresh ones (she’s describing an im- 
personator): 

“His Liberace was flat, nasal, wasp- 
ish and faintly repulsive—just like the 
maestro himself.” 

No doubt the old saw is true and 
what really counts in copy is ideas. But 
how the idea is expressed also means 
something. Sometimes it means every- 
thing. 
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He's got to stay home ... to read MI 


_..then he rushes out to buy! 


Quick with that screwdriver, Susie! The 
TV’s got the jitters and The Lone Ranger’s 
on in 10 minutes. No problem though. Dad’s 
an accountant, but he’ll fix it. . . he tackles 
electronics repairs now like he digs into a 
balance sheet. 


Video, audio, radio... none of em scare him 
anymore! What got him interested — the 
family’s heckling, the high cost of service? 
Not on your life! The motivation for this 
one came straight from the pages of his 
favorite magazine . . . the action set up be- 
tween a copy of MECHANIX ILLUSTRATED 
and a typical reader. In 3 simple steps, just 
like this: 


1. He grabs the current issue of 
MECHANIX ILLUSTRATED, reads it through, 
decides it’s time to buy. 


2. Rushes out to his nearest TV-radio 
dealer, appliance store, equipment sup- 
plier — and buys everything he needs to 
do that electronics repair job. 


3. With MI, his favorite handbook close by 
— he builds that Hi-Fi unit, adds that 
super-duper antenna for better reception, 
converts to color, UHF — or whatever the 
job may be. 


Home-grown mechanics? You bet! But the 
million electronics eager beavers who read 
MECHANIX ILLUSTRATED would give any pro 


a run for his money. They’re bookkeepers, 


salesmen, advertising managers... guys 
just like yourself, chasing relaxation and 
saving dough in useful avocations. They’re 
the heart of the “do-it-yourself” movement. 
They keep it rolling, spending millions each 
year for equipment, parts, tools and mate- 
rials. The “MI MILLION” can add un- 
dreamed of impetus to your own sales effort. 


MECHANIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 
A Fawcett Publication 


67 West 44th Street, New York 36, N. Y. 
CHICAGO * DETROIT * LOS ANGELES « SAN FRANCISCO 
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Salesense in Advertising... 


Depth Interviewing Useful 
but Overglamorized 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

It is unquestionably true, as I have 
often observed in this column, that many 
articles of merchandise are bought pri- 
marily because they deliver subjective 
satisfactions to the user. Thus, for ex- 
ample, a man may 
wear Brooks Brothers 
clothes and Countess 
Mara ties, or drive a 
Cadillac, or sport a 
Homburg hat and 
Hathaway shirts, or 
smoke Corona Coronas, 
or exhibit The New 
Yorker on his living 
room table, or what- 
ever, because these 
things, feeding an emotional hunger, 
make him feel distinguished and im- 
portant. 

There is nothing new in this concept; 
I find it discussed in some of the earli- 
est textbooks on advertising. And it was 
a long time ago when Dr. Samuel Crothers 
remarked that every man is two men: the 
man he is and the man he wants to be. I 
myself commented on it at length in a 
book, “Writing Advertising,” which I 
wrote back in 1926. 

What is new today is the whole-hog 
fanaticism with which the “subjective- 
satisfactions” concept is embraced by a 
considerable number of advertising prac- 
titioners. Currently it appears to be fash- 
ionable for these zealots te scoff at what 
they have dubbed “nuts-and-bolts” copy, 
and to assure us scornfully that such past 
masters of reason-why salesmanship as 
Claude Hopkins and John Kennedy, or 
even Obie Winters and Arthur Kudner, 
would be dismal flops in a modern ad- 
vertising agency. 


® This attitude is rank nonsense. Al- 
though I believe strongly that the human 
hankering for subjective satisfactions is 
a powerful motivating force, I do not 
believe emotional hunger has any sig- 
nificant bearing on the consumer’s pur- 
chase of most of the things that supply 
his daily needs. 

I do not believe, for instance, that I 
have been impelled by subjective yearn- 
ings when I choose a Remington ribbon 
for my typewriter, or Heinz ketchup for 
my pork chops, or Shell oil for my motor, 
or Vigoro for my lawn, or Morton’s salt 
for my grapefruit. I do not believe I am 
in the grip of inner cravings, buried deep 
in that part of my psyche inaccessible to 
consciousness, when I decide on a GE 
air conditioner for my study, or a Bur- 
roughs Ten Key adding machine for my 
office, or copper screens for my windows, 
or Armstrong Rhino-Flex tubeless tires 
for my automobile. And I do not believe 
that when I erase my beard with a Gil- 
lette I glow with emotional gratification 
just because Casey Stengel and Mickey 
Mantle shave with the same cutting tool. 

I believe that in most areas of everyday 
human needs the consumer is interested 
in merchandise as merchandise. I see no 
need for digging into the consumer’s 
psyche in behalf of such products as 
canned peaches, Hawaiian pineapple, 
baked beans, sausage, house paint, auto- 
mobile tires, razor blades, cooking uten- 
sils, alarm clocks, and so on. In this col- 
umn and elsewhere I have said many 
times that advertising at its best makes a 
direct appeal to human needs. Oftener 
than not, in my opinion, these human 
needs are not primarily subjective ones. 


In the case of, say, canned peaches or 
canned pumpkin I believe that a project 
of so-called “depth interviewing” would 
be a waste of time and money. 


# A number of textbooks on advertising 
provide us with a long list of desires 
that beat in the human breast: the desire 
for financial security, the desire to be 
biologically attractive, the desire for good 
health and longevity, the desire for 
friendship, the desire for relief from bore- 
dom, the desire to be in style, the desire 
to “belong,” and so on. You may assert, if 
you wish, that these desires pertain to 
subjective satisfactions, and I shan’t take 
issue with you except to say this: We in 
advertising, if we are reasonably intelli- 
gent and discerning, need no depth inter- 
viewing to acquaint us with these long- 
standing desires and to help us relate 
them to a new cake mix, or a dog food, 
or a brand of quinine water. 

I am not saying that I am flatly opposed 
to this fancy new thing we call motiva- 
tion research; it is undoubtedly useful in 
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QUESTION—How do you suppose the crea- 
tor of this fine color page knew that most 
Americans are fond of pumpkin pie? And 
that Libby’s “3 Easy Steps” would be ap- 
pealing to housewives? I think I know— 
and it wasn’t depth interviewing! 


WHY DO POLKS LOVE THEM? Listen 

“thee Plawor is truby out-of this ward!” 

“their Color is that of @ golden sunset!” 

“ther Pragrancet Ever stroll through @ peach orchard?” 

your grocer has them now! 
ANOTHER QUESTION—Everybody knows that 
appetite appeal is what sells groceries. 
Most families like canned peaches, not 
because they satisfy a subjective hanker- 
ing, but because they tickle the taste buds. 
A great deal of motivation research has 
been done on products as simple and un- 
complicated as peaches. Why? 
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NUTS AND BOLTS—An emotional appeal to 

parental love, effectively executed. The 

copywriter who conceived this ad is prob- 

ably daddy to a couple of kids, and his 

“depth interviewing” was very likely con- 

fined to the two of them. Here again the 
copy is “nuts and bolts.” 


many situations. But I am opposed to the 
fanatical zeal with which it is being pro- 
moted by those who sell the service and 
those who buy it. Research—whether it’s 
the old-fashioned kind or motivational— 
is worth very little (and may even be 
dangerous) unless it is interpreted and 
used with realistic common sense. 
Several years ago, in this column, I 
wrote: “It is very difficult to get at what 
the average consumer thinks about any- 
thing. Oftener than not, he is not conscious 
of his want until advertising has con- 
vinced him of it.” I went on to say that 
if King C. Gillette had interviewed a 


Employe Communcations... 


—you go fastest by far in a DOF piss itinome 
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PEOPLE—This Douglas color page makes 
expert use of an emotional appeal. I do 
not know what inspired the idea, but my 
guess is that it was dreamed up by a 


copywriter who knows a lot about people 
and what makes them tick. 


thousand average men he would have 
uncovered no hankering, subjective or 
otherwise, for a release from the bondage 
of the straight razor. After reading Leo 
Burnett’s fine talk at the Four A’s Chi- 
cago clinic, I am happy to note that Leo 
holds to the same conviction. Said he: “I 
have learned that the public does not 
know what it wants and that there is no 
sure way of finding out until the idea 
is exposed under normal conditions of 
sale. I believe it was David Belasco who 
said, ‘The art of showmanship is to give 
the public what it wants just before it 
knows what it wants.’ ” 


Union Members Don't Like Rough Stuff 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The Associated Press recently reported 
that almost 95% of the eligible employes 
at three plants of the Perfect Circle Corp. 
voted by two-to-one to decertify the 
CIO United Auto Workers as their bar- 
gaining agent. The Perfect Circle found- 
ry in New Castle, Ind., scene of one of 
the most violent labor uprisings in years, 
was not involved in the voting, although 
it seems reasonable to assume that, if the 
foundrymen had had a chance to express 
their views, they would have voted the 
same way. 

Dean Detweiler, the company’s capable 
employe communications manager, made 
this restrained but meaningful comment 
on the proceedings: “The company’s only 
interest in the decertification elections has 
been to provide employes an opportunity 
to express their desires concerning their 
bargaining agent.’”’ Although union spokes- 
men were reportedly not available for 
comment, silence itself said a mouthful. 


® Terrorism can never be a substitute for 
calm reasoning in labor-management dis- 
putes. It is true that powerful labor lead- 
ership can hold the rank-and-file in line, 
but if the power is augmented too often 
by bloody brute force, the leadership only 
turns its own membership against it. The 


average union member is no believer in 
the bashed skull and overturned car tech- 
niques of enforcement. He wants security 
and monetary gains and all the benefits 
he can wheedle out of the employer, but 
he is reluctant to press his claims with a 
c'ub. The hotheads of the labor move- 
ment are few; the reason one hears about 
them is that they are so much noisier 
than the cool heads. And it is the hotheads 
who get the labor movement in trouble. 

Labor leaders know all this. The great 
majority of them are acutely aware of the 
ebb and flow of public opinion; most of 
them are craftsmen in the art of winning 
public support. They prefer to gain their 
ends by logic rather than by pressure, and 
by pressure rather than violence. 


® The decision at Perfect Circle is being 
hailed with enthusiasm by management. 
It has a psychological relationship to the 
coming controversy over the union shop, 
an institution which the less timid of in- 
dustrialists will accept as a target for 1956. 
There is a probability that the manage- 
ment press during the coming year will 
firm up its editorial departments in sup- 
port of the belief that a man should join 
a union or not join a union—whichever 
he chooses. Since union shop acceptance 
made heavy gains in 1955, there is some 
doubt that such a management campaign 
can make great strides. But the more 
determined of industrialists are already 
working up a head of steam. 
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First Choice of Advertisers for 45 years! 
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more advertisers used mcre space in FIELD & STREAM 


than any other sportsman’s magazine. Additional proof 


that advertisers recognize a quality magazine. 


Total Advertising Linage—January Through December 1955 


FieldcStream .... . 358,490 lines 


Outdoor Life ..... 353,527 lines 
Sports Afield ..... 302,904 lines 


More than ever, Your Best Buy in the Sportsman's field 


America’s Number One Sportsman's Magazine 
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66 Advertising Age, November 28, 1955 
Advertising Pages and Li in F Publicati 
Official Figures for October and Year-to-Date as Compiled by Farm Publication Reports Inc. 
Publications with an * report directly to ApverTISING AGF 
Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
-——Total Advertising, in Pages——. ———Total Advertising, in Lines-————. in Lines —Total Advertising, in Pages——. ————Total Advertising, in Lines -————. in Lines 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct.  Jan.-Oct. Jan.-Oct. Oct. Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct.  Jan.-Oct. Jan.-Oct. _—Oct. Oct. 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
arm Magazin *California Grange News —— 163 —— 116.2 18,770 — 126,08 ——— 12,278 
F M 1g ood ars | (2een Colorado Rancher & Farmer 35.8 35.5 366.6 340.1 27,041 26,872 277,178 257,127 24,003 24,373 
{Better Farming ..... — 822 557.0 781.3 35,2 941 = 335,191 ——— 34,517 | Dakota Farmer ...... 73.7 685 722.1 687.8 57,772 53,736 566137 539,224 56,315 52,186 
Capper’s Farmer ..... 61.0 52.3 562.2 538.6 26,146 22,440 241,191 231,046 25,356 21,662 Farmer, The ...... 90.0 86.6 906.2 867.9 70,520 67,869 710,448 680,424 63,072 60,891 
ie - betary a: be rs Gentleman: Hoard’s Dairyman .... 50.6 47.8 496.3 459.2 36,829 34,779 361,271 334,284 29,611 27,608 
mi Idaho Farmer ...... 44.3 43.6 429.6 427.8 33,510 32,990 324,761 323,402 31,220 31,605 
Edition ..... --- ee 99.8 SOL 904.8 42,813 214,983 388,143 41,897 | sIndiana Farmer’sGuide 22.3 24.2 286.6 276.3 18,160 18,970 224,661 216,648 11,342 12,136 
#Central-East Edition 142.0 —— 4878 —— 60,923 209,246 59,931 Kansas Farmer-...... 48.8 51.5 489.9 480.4 37,093 39,145 372,321 365,069 27,587 31,451 
Western Edition - 150.3 101.5 1,027.2 904.8 64498 43,528 440,665 388,143 63,506 42,612 Michigan Farmer ..... 54.7 59.6 608.3 606.0 42,043 45,797 467,155 465,436 36,241 40,270 
peng <a 407 —— 4826 —— 60,351 207,029 59,359 Missouri Ruralist .... 51.5 52.4 539.6 487.9 39,108 39,834 410,087 370,795 29,745 33,673 
ori Montana Farmer-Stockman 69.0 76.1 701.2 663.8 52,178 57,554 530,068 501,841 35,238 38,087 
PP a et 2 = oad 1,006.8 904.8 61,924 43,171 431,893 388,143 60,932 42,255 Nebraska Farmer ..... 93.3 104.7 882.2 865.4 70,550 79,183 666,967 654,229 54,905 62,520 
arm anch—Sout rn Agriculturist: New England Homestead 33.5 26.4 377.0 380.0 23,415 18,466 263,916 266,018 17,126 12,841 
Southeastern Edition 34.2 38.1 377.9 359.2 14,665 16,310 162,096 154,105 13,567 14,990 | ohio Farmer ........ 71.3 64.5 707.0 660.2 54,751 49,561 542,998 507,018 46,050 41,669 
orem —T 421 448 425.2 450.2 18,072 19,203 182,394 193,130 16,404 17,553 | Oregon Farmer ...... 38.3 43.2 403.8 432.2 28,914 32,668 305,291 326,715 27,303 31,143 
eig Pennsylvania F eae ‘ . 6 33,670 34,731 419,012 837 526 480 
i. 37.9 40.2 399.8 388.8 16,244 17,250 171,502 166,788 14,882 15,823 | panetamen ae a: ’ . - ” - 
Progressive Farmer: Illinois Edition .. 96.2 89.0 985.8 911.9 70,028 64,794 717,695 663,847 58,961 55,246 
#Carolina-Va. Edition 99.0 102.6 931.5 927.7 67,348 69,781 633,386 630,805 64,393 67,961 Seadionn Edition .. 90.7 84.4 959.1 884.2 66.022 61,426 698.205 643,681 55,501 52,424 
ae 105.5 106.0 981.0 953.5 71,763 72,055 667,093 648,362 68,337 69,248 | Average 2 Editions 93.5 86.7 972.5 898.1 68,025 63,110 707,950 653,764 57,231 53,835 
--Tenn.-W. Rural New-Yorker ... 31.2 25.0 337.0 329.6 24,451 19,612 264,191 258,381 21,416 16,530 
Edition ..... ~+ 982 1011 911.9 901.8 66,750 68,754 620,077 613,257 64,023 66,962 | Utah Farmer ....... 42.9 45.3 440.3 441.7 32,391 34,261 332,859 333,926 28,169 30,216 
# Miss. -La.-Ark Wallaces’ Farmer .... 107.9 109.6 1,057.4 1,014.1 84,617 85,937 828,967 795,045 69,472 69,824 
ae 94.6 100.1 903.7 907.6 64,320 68,045 614,519 617,138 61,384 66,311 Washington Farmer ... 39.0 43.4 412.8 439.8 29,455 32,834 312,075 332,509 27,678 31,393 
#Texas Edition ... 101.2 102.7 9329 9264 68,846 69,860 634,389 629,961 65,658 66,958 | Western Farm Life .. 31.7 24.3 321.2 303.8 24,825 19,051 251,781 238,198 21,465 17,027 
Average 5 Editions 99.7 102.5 932.2 923.4 67,805 69,699 633,893 627,905 64,759 67,488 §Herdsmen Edition .. 33.8 25.8 216.6 222.8 26,477 20,237 169,814 174,694 8155 6,690 
Successful Farming 90.3 82.0 867.7 844.3 40,615 36,895 390,473 379,913 39,854 36,229 | wisconsin Agriculturist 
Total Group ...... 433.2 459.9 4,325.7 4381.2 212,734 224,730 2,107,893 2,128,986 205,783 217,974 & Farmer ........ 82.9 70.1 793.5 718.7 64,967 55,002 622,103 563,446 61,792 52,599 
tEffective September 1955, Better Farming (formerly Country Gentleman) and Farm Journal combined. ¢Central-East and Total Group ..... T3219 1,298.1 13,350.0 12,821.8 1,008,464 989,928 10,177,114 9,765,174 838,239 833,693 
Southern Editions replaced the National Less Western Edition in June 1955. Cumulative figures shown for National Less | +Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
Western Edition for 1955 are for the period ending May 1955. §Changed to Southwestern and Southezstern Edition in 
January 1955. Last year’s pages and lines for Southeastern Edition are an average of the 1954 figures for Upper . 
South and Lower South Editions. Not included in totals Farm Linage Trend __ figures in thousands 
Monthlies 
*Agricultural Leaders’ MAGAZINES « MONTHLIES 
aS ager 17.1 196 1626 1431 7,347 £8429 69,752 61,414 7,347 ~ = 8,429 1955 1955 
American Fruit Grower 13.1 11.9 297.6 270.2 5,669 5,127 128,572 116,705 5,394 4,917 
American Poultry Journal: Oct. 213 | OcT. | 499 a 
#Eastern Edition .. 42.0 35.2 346.1 341.8 18,004 15,117 148,464 146,614 15,069 12,157 
#Midwest Edition . 42.9 30.5 3008 291.8 18,404 13,096 129,036 125,188 15,631 10,910 : 
#Pacific Edition .. 42.9 326 311.1 272.9 18415 13,439 133,468 117,055 15,756 10,611 SePT,| 208 | SEPT.| 496 
H#Southern Edition 39.5 29.0 311.2 281.1 16,940 12,422 133,502 120,584 12,749 9,765 1954 1954 
Average 4 Editions 41.8 31.8 317.3 2969 17,941 13,519 136,118 127,360 14801 10,861 oct oct 
Arkansas Farmer .... 17.5 17.3 2044 174.1 13,232 13,095 154,494 131,609 12,546 12,366 8 225 5 47 
Better Farming Methods 33.0 26.8 329.3 306.4 14,166 11,491 141,262 131,431 13,308 11,062 
Breeder’s Gazette .... 24.6 16.8 199.1 178.1 11,066 7,577 89,602 980,140 8,469 6,207 
*Broiler Growing .... 36.7 42.7 338.5 381.2 15,725 18,305 145,230 163,531 12,311 14,755 é é 
*California Citrograph 26.3 26.6 2432 233.0 17,668 17.906 163,442 156548 17,486 17,654 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
*California Farm Bureau 1955 1955 1955 
ie, 12.0 158 116.7 133.7 9,079 11,930 88,207 101,054 8,710 11,354 
*Carolina Co-operator 9.9 9.0 93.9 90.7 4155 3,780 39,441 38,080 4155 3,780 OcT.| 1,008 } 0CcT.|373 | 
*Cattleman, The 100.1 115.5 1,074.5 1,057.3 42,025 48,514 451,307 444,066 14,382 16,650 
*Cooperative Digest .. 3.3 67 S19 667 1400 2800 21.777 28,003 1,400 2535 | SEPT.) 1,154 7 SEPT.|278 | 
*County Agent & 1954 
Vo-Ag Teacher .... 25.7 19.8 266.3 247.2 11,011 8151 114,223 106,067 11,011 8,151 _ 1954 
“Electricity on the Farm 15.2 146 1013 945 5,415 5,193 36174 33,787 5415 5.193 | OCT, ocr. ELY 
*Farm Management .. 144 11.9 208.7 156.4 6182 5,120 89,543 67,099 6,182 5,120 | 
Farmer-Stockman 
H#Oklahoma Edition 51.5 49.5 482.6 485.2 22,088 21,234 207,046 208,152 18,578 17,910 
H#Texas Edition Si =—<— Mis =«-—_— See 202,304 17,803 4 Bi-Weeklies 
Average 2 Editions 51.0 49.5 477.1 485.2 21,844 21,234 204,675 208,152 18,191 17,910 ; 
*Florida Cattleman .. 62.6 61.2 6525 646.8 26,296 25,710 274,048 271,639 16,240 14,392 —_ Ry 92.1 72.6 764.9 760.0 69,652 54,861 578,283 574,593 67,237 52,985 
*Florida Grower & he 
Rancher .......... 29.55 25.2 266.3 227.3 20,042 17,056 181,107 154,536 16,478 17,736 ##Northern Edition . 55.8 7 516.3 mee aa _—_ se 393,605 39,010 38,921 
Kentucky Farmer .... 22.1 24.0 260.9 244.4 17,304 18,824 204,541 191,609 16,088 17,302 #Southern Edition . 54.5 58.3 507.0 516.6 41, 44, 3,256 390,558 38,020 40,889 
amen Average 2 Editions . 55.2 56.9 511.7 518.6 41,689 42,969 386,781 392,082 38,515 39,905 
Michigan Farm News 19 16 27 227 4448 3,603 50,428 52,821 4,368 = 3,558 |, Aurame 2 | - a as i a? aa a ae wae Gary aeoe 
*Mississippi Farmer .. 121 7.2 164.0 107.3 9,168 5,417 123,994 81,101 8,797 5,277 ee . . : 
*Missouri Farmer 16.0 128 136.1 1168 10,990 8828 93,637 80,345 10,143 7,950 Total Group ...... 84.3 89.0 650.8 656.3 62,900 66,335 488,056 402,356 59,042 62671 
*National 4-H News . 23.1 21.7 1985 182.0 9,683 9,130 83,380 76,420 9,683 9,130 | Not included in totals. 
National Live Stock 
Producer ........ 154 116 1430 1225 11,182 8,419 104,079 89,178 10,503 7,941 All figures in the following groups were compiled by Advertising Age 
*Nation’s Agriculture 111 56 £813 #£#«».+759 £4978 2,513 36,592 34157 4978 2,513 
*New Jersey Farm Weeklies 
& Garden ....... 34.9 43.5 475.6 486.1 15,691 19566 214,002 218,761 13,182 15,215 | Wisi, star Farmer: 
a dig) rategy News 104 10.3 107.1 104.9 4,686 4,634 48, 47,192 4,386 4,334 | “Kansas Edition .... 25.3 30.5 201.2 221.2 62,282 75,089 495,676 544,981 49,822 62,222 
: Missouri Edition 25.8 319 196.8 221.4 63,593 78,683 485,018 545,646 48,839 64,376 
Z#Eastern Edition 418 39.2 398.1 3914 17,924 16,799 170,798 167,929 14,533 13,791 ; , , 
#Central Edition .. 428 33.4 3608 339.8 18372 14332 154,797 145,767 15,761 12,165 Okla-Ark. Edition 23.8 29.1 181.6 207.2 58,625 71,763 447,414 510,544 47,533 60,599 
H#Southern Edition . 45.6 39.2 404.1 3716 19,562 16,822 173,352 159,412 16,246 13,630 Daili 
#Pacific Edition .. 48.6 41.6 444.7 418.7 20,863 17,851 190,755 179,626 15,076 13,093 ailies 
Average 4 Editions 44.7 38.4 401.9 380.4 19,180 16,451 172,426 163,184 15,404 13,170 | Chicago Daily Drovers 
§#*Southern Farm & BE a vcxecet 58.5 45.1 435.5 378.2 124,400 95,923 926,644 804,730 60,262 39,456 
MN acbabaead seo 10.9 7.4 75.6 67.3 6,086 7,445 42,303 67,3446 ——— 5,795 | Kansas City Daily Drovers 
Southern Planter 25.4 27.4 325.1 3048 17,784 19,164 227,552 213,355 17,094 18,402 Telegram ......... 48.5 396.6 361.0 124,020 103,287 843,914 768,329 66,552 55,973 
*Turkey World ...... 59.0 616 4564 457.1 25,322 26,443 195,806 196,095 11,708 12,669 | Qmaha Daily Journal 
*Western Dairy Journal 35.6 26.4 352.7 326.0 15,267 11,344 151,290 139,844 10,011 8,568 Stockman ......... 0 53.0 453.0 407.3 131,965 112,785 963,970 £866,669 71,008 53,120 
Western Livestock Journal 132.5 106.7 1,095.6 941.1 56,844 45,766 470,023 403,750 16,398 15,988 | St. Louis Daily Livestock 
||[*Wyoming Stockman- Reporter ......... 349 241 2819 249.6 74,221 51,403 599,801 531,076 47,546 28,084 
et Sey 35.2 29.2 353.4 257.3 26,586 26,152 267,124 230,532 21,699 20,474 Total Group 33.7 1707 1567.0 13061 W54606 363308 5330309 Tove DSRS 176633 
Total Group ...... 1,013.2 950.7 9,974.5 9,318.1 499,376 471,191 4,972,054 4,639,565 368,268 351,563 
ZNot included in totals. §Published quarterly effective April 1955; larger page size (1,000 lines) in September 1954; Canadian 
1955 figures shown are for October-November-December issue. ||/Changed from 896-line page to 756-line page in 
July 1955. Le Bulletin des 
Agriculteurs ..... 59.7 581 520.5 517.7 41801 40,681 364,350 362,362 41,662 40,512 
Newspaper Monthly Farm Sections ofl Gette spas’ 39.6 444 380.0 443.0 28,573 31,982 273,564 318,928 28,573 31,982 
Rural Gravere ...... 126 7.0 791 824 12564 7,029 79,099 82,398 12,564 7,029 | pS -a-s--- 24°: —S OX : one, 71,959 73,981 
*Texas Ranch & Farm 13.0 17.6 152.4 165.5 13,230 18,508 155,407 173,754 10,976 15,764 Canadian Countryman 51.7 54.9 450.7 508.0 36,058 38,445 315,466 355,574 24,128 27,067 
Total Group ...... 45.0 594 461.5 5148 45,583 61,385 468,917 531,075 42,587 57,300 | Farmer's Magazine ... 28.7 37.1 262.2 314.0 12,317 15,899 112,489 134,725 12,286 15.864 
Free Press Prairie Farmer 103.7 110.5 942.7 986.7 108,871 117,153 1,084,096 1,110,091 73,675 84,632 
Semi-Monthlies Western Producer .... 45.7 42.6 474.6 505.5 48,897 45,603 507,771 540,886 30,581 30.676 
American Agriculturist 38.1 38.1 336.7 310.6 27,702 27,729 245,103 226,144 24,577 24,646 Total Growp-<..... 425.7 451.9 "3,904.6 4,191.0 373,084 394,053 3,531,634 3,738,676 282,864 304.714 


Harshe-Rotman Expands, 
Adds Three Accounts 
Harshe-Rotman, public relations 
counsel, has appointed Jack Bern- 
stein manager of its New York of- 
fice, which has moved to larger 
quarters at 50 W. 57th St. Mr. 
Bernstein, formerly assistant man- 
ager of the office, succeeds Milton | 
Bass, who has resigned, effective 
Dec. 1. The company, which head- 


quarters in Chicago, has opened 
its fifth branch office at 5410 Wil- 
shire Blvd., Los Angeles. Dan Baer, 
formerly in the company’s Chicago 
office, manages the new office. 
Harshe-Rotman has been ap- 
pointed to conduct public relations 
programs for three new accounts. 
They are Parmelee Transportation 
Co., Chicago; Eagle Pencil Co., 
New York, and Arnolt Corp., War- 


saw, Ind., maker of marine equip- 
ment and tubular frames for din- 
ette furniture and distributor of 
Arnolt MG and Bristol sports cars. 


Yankee Network Names Two 
James A. Gates, formerly New 
England representative of Televi- 
sion Programs of America and 
Frederick W. Ziv Co., has been 
appointed merchandising director 


of the Yankee Network, Boston. 
Yankee Network also has ap- 
pointed Duncan MacDonald direc- 
tor-hostess of the “Yankee Home 
& Food Show,” broadcast daily 
over WNAC and 27 Yankee sta- 
tions in the East. Miss MacDonald 
formerly was supervisor of wo- 
men’s and religious programs for 
DuMont Television Network and 
was with NBC-TV. 


‘Farm & Ranch’ Names Two 
Farm & Ranch, Nashville, has 
appointed Ray Moore to its Chi- 
cago sales staff. He formerly was 
a space salesman for Where. A] 
Watkins has returned to the mag- 
azine’s New York sales staff. Mr. 
Watkins, with Farm & Ranch in 
1953 and early 1954, recently has 
been with the New York World- 
Telegram & Sun and Baby Talk. 
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Ford Analyst Says 
Economic Growth in 
‘56 Will Be ‘Steady’ 


New York, Nov. 22—A trio 
of market forecasters sang a song 
of economic optimism for 1956, 
followed by a helpful chorus on 
how to forecast your company’s 
business without getting into 
trouble, at the monthly luncheon 
last week of the New York chapter 
of the American Marketing Assn. 

Next year’s economic outlook is 
for “another high year’—but one 
of steady rather than spectacular 
growth, according to George P. 
Hitchings, manager of economic 
analysis for the Ford Motor Co. 

The demand for automobiles and 
housing is strong enough to con- 
tinue for the next six to nine 
months, and there is no change 
foreseen in both durable and non- 
durable inventories, Mr. Hitchings 
believes. If there should be a de- 
cline in cars and housing (although 
there is now no such sign of weak- 
ness) this would be offset, he said, 
by national plant and equipment 
expenditures. 


©" Ten pitfalls of forecasting were 
enumerated by B. E. Estes, di- 
rector of commercial research of 
the U.S. Steel Corp., who advised 
the group to avoid the following 
“mousetraps in short-range fore- 
casting”: 

1. Attempting to forecast com- 
pany sales before forecasting the 
market. 

2. Wasting time searching for 
elusive lead factors. “A success- 
ful lead factor is like having a 
tame lion around the house,” he 
warned. 

3. Getting bogged down in amas- 
sing and manipulating statistics. 

4. Overemphasizing growth fac- 
tors. 

5. Overlooking contributions 
from the sales department. 

6. Forecasting by committee. 
“Usually such a forecast is either 
a compromise of divergent views, 
or it represents only the thinking 
of the most dominating committee 
member,” he said. 

7. Qualifying forecasts unduly. 

8. Failing to state emphatically 
all basic assumptions—such as 
strikes or outbreak of war. 

9. Changing a forecast too often 
or failing to adjust it when con- 
ditions change. 

10. Failing to evaluate forecasts 
against actual results. 


se Dr. Harry D. Wolfe, director of 
marketing research of Colgate- 
Palmolive Co., with tongue in 
cheek, told “how to forecast... 
sales without the use of higher 
mathematics.” 

His droll advice consisted of this 
simple formula: (1) Get a bench- 


Iwanicki 


McLaughlin Demers Davis 
ELECTED—New officers of the New England Newspapers Advertising 
Executives Assn. are George W. McLaughlin, the Gazette, Haver- 
hill, Mass., president; Charles J. Davis, Providence Journal-Bulle- 
tin, v.p.; Charles J. Iwanicki, Record-Journal, Meriden, Conn., 
secretary, and Nelson A. Demers, Press, Middletown, Conn., treas- 
urer. 


Linder Heads Brewers Board mann Breweries. Also elected were 

Fred M. Linder, president of| Henry J. Muessen, president of 
Jacob Ruppert, has been elected Piel Bros., Ist v.p. and R. J. 
president of the Brewers Board of Schaefer, president of F. & M. 
Trade, New York, to succeed Schaefer Brewing Co., 2nd v.p. 
Thomas Liebmann, v.p. of Lieb-| and treasurer. 


| 


"R&E’ Moves Oftice 
Research & Engineering, business | + 
publication for industrial research SIM PSON-REILLY, LTD. 
and development managers, which Publishers Representati 
bowed in July, has moved its edi-| }ii™ - gince 
torial department to 77 South St.,| Ah 
Stamford, Conn. Executive and) IS 
sales offices continue at 103 | SAP 


Pe 


NGELES HALLIBURTON BLDG. 
FRANCISCO CENTRAL TOWER 


Ave., New York. 


FORT WAYNE - growing and building 


Fort Wayne has just been selected by the Federal Reserve Bank of Chicago for 
study as one of the five cities in the midwest with a record of outstanding growth. 
And Fort Wayne continues to GROW AND BUILD! Here 

are a few of the things that are happening RIGHT NOW: 

@ $8 million R. R. Elevation © $1 million Churches (two) 

@ $4 million College $ 1 million Supermarket 


e FORT WAYNE 
@ $4 million Shopping Cen- @ $1 million Warehouse 

- 

a 


ter $ 1 million Tool Co. 

|, © $1 million Piston Plant $ 4 million Schools 

Addition $ 850,000 Hotel 
Write for our Golden Zone Market Data Book. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisce 


A.T. &T. Company... 


is the world’s largest telephone utility, with 43.3 million 
phones* or 81.6% of the US total... But not even the 
giant size of AT&T suggests the indispensable services of the 
company to our present day life. 

Big figures do not always tell a full story. Some very 
good goods still come in small packages...Consider, 
for instance, SUCCESSFUL FARMING. With only 1,300,000 


mark—some kind of a guide which | 
doesn’t have to make sense as long | 
as it works, (2) apply it, (3) study 

its effectiveness, (4) discard it) 
when poor forecasts result, (5) get | 
a new benchmark. 


Olmsted & Foley Names 
Morison Associate; Adds One 
Olmsted & Foley, Minneapolis, 
has appointed Bradley G. Morison 
an associate and a member of the 
board of directors. Mr. Morison, 
who is radio and television direc- 
tor of the agency, formerly was 
with the promotion department of 
the Minneapolis Star and Tribune. 
Donaldson Co., St. Paul, has ap- 
pointed Olmsted & Foley to han- 
dle advertising for Killer Kane, 
dandelion and weed destroyer. 


‘American’ Boosts Vigeland 

Arthur Vigeland, formerly as- 
sistant advertising manager, has 
been named advertising manager 
of American, New York. He suc- 
ceeds Fred W. Johnson, who is 
inactive because of illness. Mr. 
Johnson continues with the maga- 
zine. 


circulation, chis one magazine includes 42% of all US farms 
earning $10,000 or more, 
SUCCESSFUL FARMING is a big medium because its market 
is big! SF subscribers raise 53% of all corn harvested 
for grain, 57% of the hogs, 38% of the cattle and calves, 
44% of the dairy products... Big production gives 
SF farmers big cash incomes—average around $10,000 
for some years past, add up toan $11 billion market. 
Because SUCCESSFUL FARMING for fifty years has helped 
best farmers earn more, live better, it means more to its 
market than any other medium...To find important 
new buying power, and to balance national schedules, 
there is no substitute for SUCCESSFUL FARMING, 
Get the full story from any SF office. 


*Source: Standard & Poor's Industry Surveys, 1955 


MEREDITH PUBLISHING CoMPANY, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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on ISSHIP AWARDS 


— Goss 


“Admiral” SHEARS says: 

Be a genius at ad illustration and 
save money too by using the 
Stivers 3000 spot Art Handbook. 
Monthly awards for the best use 
of this idea treasure chest! Free 
Brochure to agencies and Nat. 


Ad Mgrs. STIVERS STUDIO 


67 MAIN ST. © SAN FRANCISCO 5, CALIF. 


| 


Washington Ad Council Elects 
The Industrial Advertisers Coun- 
cil of Western W has 
elected Gerald D. Greggs, Pacific 
Car & Foundry Co., Renton, pres- 
ident. Other officers are Bert 
Peterson, Stetson-Ross, Seattle, 
treasurer, and Frank Bridal, Wall 
Street Journal, Seattle, secretary. 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


CLOTHING 
$35,000,000 Annually 


El Paso is the largest clothing 
manufacturing center in Texas 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 
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Business Must Expand 10% in ‘56 to 


(Continued from Page 3) 
whatever in productivity.” 

Mr. Johnson emphasized that 
industry in all fields will face in- 
creasing competition. It goes be- 
yond just brand versus brand, he 
said, and is likely to include com- 
petition between product classes 
or entirely different interests such 
as travel. 


a “This competition,” Mr. John- 
son said, “will be intensified by 
the rapid growth of advertising 
pressure. In the ten years between 
1940 and 1950, for instance, total 
advertising (national and local) 
grew by $3.6 billion from $2.1 bil- 
lion to $5.7 billion. 

“In the next five years, another 
$3.1 billion of advertising pressure 
on the consumer was added—from 
$5.7 billion in 1950 to an estimated 


Pace Production, Spending: Johnson 


$8.8 billion in 1955. That’s four 
times the prewar total. Annual 
advertising pressure per capita in- 
creased from $16 in 1940 to $38 in 
1950, and to $53 in 1955.” 


® An increase of 20% in personal 
savings is possible in 1956, Mr. 
Johnson said. In four years, be- 
tween ’50 and ’54, he said, “the 
number of families with incomes 
of over $4,000 after taxes jumped 
from 12,200,000 to 21,400,000, based 
on Federal Reserve Board surveys. 
By 1956 it is estimated that there 
will be 25,800,000 families with 
disposable incomes over $4,000.” 

Mr. Johnson said that he re- 
gards consumer debt in relation 
to accumulated savings as low 
compared with prewar years. The 
ratio of consumer debt to savings 
as of June 30, 1955, he said, was 
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2% BILLION BUCKS? 


The answer to this ‘21% billion dollar” 
question is: the Farmers of Oklahoma 
and Texas! They saw it all in cash mon- 
ey... and allin 1954... “reaped” from 
the sale of crops and livestock. 


According to new, 1955 census figures, 
there are now about 411,971 farms in 
Oklahoma and Texas. This means a per- 
farm cash income (mostly spendable) 
of $6,055.00, not including the milk, 
butter, beef, pork, eggs, vegetables and 


Owned and Operoted by The Oklohomo 


the Farm s7-Stockman 


other “eatables” these farmers provide 


for themselves. 


Looking at these “bucks” another way 
... this is a per farm income each 
month of $505.00 in Oklahoma and 
Texas! Here, indeed, is a lush market 

. one that you can sell most profit- 
ably through the pages of the Farmer- 
Stockman — the only farm publication 
edited separately for Oklahoma and 


separately for Texas! 


the Farmer-Stockman 


OKLAHOMA CITY, OKLAHOMA ©¢ DAILiAS, TEXAS 


422,295 SUBSCRIBER FAMILIES IN THE SOUTHWEST! 


Publishing Company: The Daily Okichomon,Oklahome City Times, WKY, WKY-TV, WSFA, WSFA-TV. Represented by The Katz Agency 
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43%. The 71% increase in con- 
sumer debt since 1940, he pointed 
out, “is in home mortgages which 
now are largely in the form of 
amortized mortgages, where the 
principal is not likely to become 
a critical burden on the economy 
during any temporary period of 
recession. 

“Much of this is a substitute for 
rent payments since there has been 
a rapid movement from renting to 
home ownership. Even so, approx- 
imately half of owner-occupied 
non-farm homes, in 1954, were en- 
tirely free of mortgage debt. 


® “An added source of purchas- 
ing power,” Mr. Johnson said, “is 
the fact that consumer short-term 
credit is low in relation to discre- 
tionary spending power. The pre- 
sent level of consumer credit, at 
about $33 billion, worries some— 
it is about four times the $8 bil- 
lion level of 1940. But consumer 
discretionary spending power, in 
1956, is expected to be six times 
the level of 1940.” 

Pointing out that consumer 
credit is closely associated with 
the market potentials for consum- 
er durables such as automobiles 
and appliances, Mr. Johnson noted 
that the market for these is often 
referred to as “saturated” because 
a relatively large percentage of 
families are owners. Also, he ob- 
served, they are often used as ex- 
amples of over-extended credit— 
although 69% of today’s 51,000,000 
passenger cars on the road have 
no outstanding debt. 


® “An analysis of replacement re- 
quirements,” Mr. Johnson said, 
“such as need for a second car 
where the family car is driven to 
work regularly, growth in number 
of families, and of shifts in income 
groups, shows a basic potential 
market for over 6,500,000 cars an- 
nually. 

“Many point with alarm to our 
mounting debt total, but few seem 
to recognize the significance of the 
rapid decline in the ratio of total 
debt to total production. 

“In 1930, the outstanding net 
total of public and private debt in 
the U.S. represented more than 
double a full year’s national pro- 
duction—actually 210% of the 
year’s total production. By 1955 
total debt, although over three 
times greater in dollars, had 
dropped to 160% of a year’s pro- 
duction—production in dollars had 
grown more than fourfold. 


@ “Even more spectacular,” Mr. 
Johnson said, “has been the drop 
in the relation of total private debt 
to production. Net private debt of 
individuals, business and corpora- 
tions represented 176% of a year’s 
production in 1930 and 128% in 
1940. By 1955 the relationship has 
dropped nearly in half to 91% of 
a year’s production. 

“This,” he declared “is an un- 
recognized strength in our econ- 
omy, but it emphasizes the im- 
portance of holding our produc- 
tion level high through increasing 
our standard of living rapidly 
enough to consume and enjoy what 
we are capable of producing.” 


NOBODY MISSES 
ANADWITHA @& 
PREITY GAL! 


Stock photos that'll 
make ‘em look twice. 


For 
Ads td 
Brochures he - 
Point of - 

Purchase. 
& Direct Mail a 
Send for Illustrated Brochure 


STOPPERS For ADveRTisiNG 


(1225 BROADWAY - SUITE 118 
NEW YORK 1,N.Y. 
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Marie does t 


Y 


ing, addressing, fill-in on 

multigraphed letters, 
planographing. 

_ Marie keeps your Mail- 

g List up-to-date, frees you 

from detail work. For rush pick-up, 

uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller Mop tu 


431 S. Dearborn Street, Chicago 5, Oy, 


y 
S29 FASTER... 


Outboard Names Int'l] Agency 
Outboard Marine & Mfg. Co., 
Waukegan, IIl., maker of Evinrude 


and Johnson outboard motors and! 


Clay-Adams Builds Prestige in 


Lawn-Boy power mowers, has ap- 
pointed National Export Advertis- 
ing Service to handle its interna- 
tional advertising. 


Grunth Joins Robert Otto 
Torben A. Grunth, formerly ad- 
vertising director for Dansk Gala 
Foods and other Scandinavian ex- 
porters, has joined Robert Otto & 
Co., New York, as an account ex- 


ecutive. 


Business Paper Success Story... | 


KANSAS CITY IS SOLD on 


 STALLUP) 


NOW AVAILABLE... New Rotary Bulletin 


POSTERS 
BULLETINS 
SPECTACULARS 


(GTALLOP) 


Medical Field With ‘New Look’ Ads | 


NEw YorkK, Nov. 22—Clay- 


Clay-Adams had advertised con-|§ 


Adams Inc., a company that has | sistently in business and profes- 
been manufacturing and distribut-| sional magazines for years, and 


ing medical and biological supplies 
for many years, came out with a 
“new look” in its advertising this 
year. The campaign, which placed 
the emphasis on company prestige, 
has been described as the most 
successful in Clay-Adams’ 40- 
year history. 

Responsible for the “new look” 
ads are C. Kenneth Coty, Clay- 
Adams v.p. and former sales man- 
ager, and Fred Wittner Advertis- 
ing, New York, the company’s 
agency. 


® When Mr. Coty joined the com- 
pany two years ago, he found that 


that company officials believed in | 
advertising. 

Mr. Coty was impressed by the| 
steady emphasis placed on individ- | 
ual products in the company’s | 
ads, but he felt that the advertis- | 
ing should be dramatized in some | 
fresh new way to emphasize the) 
company’s position as a_ highly | 
respected and scientifically ori- 
ented institution. 

The company’s position in the 
eyes of the medical profession was 
not, Mr. Coty felt, an asset that 
should ever be taken for granted. 

Consequently he and Wittner 
set about making Clay-Adams 


_.. month after month 1 s¢ 


LEADERSHIP 


According to Media Records 


reports for the first eight 


months, 1955, the TIMES-STAR leads its nearest daily 
competitor by 214,302 lines of General Display ad- 


vertising. 


CONTINUING GROWTH 


In 1955, the TIMES-STAR has continued to solidify its 
position as Cincinnati's top daily newspaper in General 
Display advertising . . . having gained 90,076 lines dur- 
ing the first eight months of the year. 


Largest evening newspaper in Cincinnati's A. B. C. City Zone. 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 


FLORIDA REPRESENTATIVE: HAL HERMAN, MIAM! BEACH 


THE 


A CINCINNATI 
IN 


GENERAL DISPLAY 
ADVERTISING 
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PRESTIGE PLUS—The Clay-Adams 
name is prominently displayed in 
this two-color ad that ran this 
year in Lab World and American 
Journal of Clinical Pathology. 


prestige leap to the eyes—and 
stick in the minds—of readers of 
the company’s ads. They decided 
to do this in a new way. 


® Until that time, the company 
had relied on straight catalog-type 
copy and illustrations to carry its 
sales messages. But Mr. Coty and 
the agency felt that this method, 
while suited to “order taking” in a 
sellers’ market, was not geared to 
progressively hotter competition. 

A new note of distinction was 
added to each Clay-Adams ad—in 
format, art and typography. Soft 
pastel tones, unlike those used in 
most medical ads, were chosen 
instead of conventional colors. All 
ads were bled. 


A “family resemblance” among . 


ads in the program was deliber- 
ately planned to create quick rec- 
ognition by dealers and consumers 
—hospitals, doctors, laboratories, 
medical schools. 


a The response to the new cam- 
paign was favorable. Pharmaceuti- 
cal admen called the new drive one 


MODERN DESIGN—C lay-Adams ran 

this two-color ad for Intramedic 

polyethylene tubing this year in 

Modern Hospital, Hospital Prog- 

ress, Modern Medicine and Hos- 
pital Topics. 


of the best in the field. Dealers 
throughout the U. S. endorsed the 
switch enthusiastically. 

“As even the largest national 
field sales staff well knows, per- 
sonal sales contact gains effective- 
ness in direct ratio to the impact 
made by sound advertising,” Mr. 
Coty said. “Well planned and 
pointed media and direct mail ef- 
forts prepare the way for personal 
selling. 

“The new program is proving its 
effectiveness as a selling force for 


|Clay-Adams. General management 
‘is sold on the philosophy and 


stands solidly behind the program, 
the best in its long history.” 
Statistical reasoning was behind 
the selection of media to carry the 
new Clay-Adams campaign. In ad- 
dition, an agency readership sur- 
vey covering reading preferences 
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Ben Sackheim Names Two; 
Adds Two Accounts | 

Ben Sackheim Inc., New York, | | © CHILD POPULATION of AMERICA (Analysis 
has appointed Murray Hirsch, for- | ry T N wt Va at Voy Saptng Pomert 
merly exec. v.p. and treasurer of | h Ey, N hi f @ MARKETING and MERCHANDISING of TOYS, 
| Esmond, Hirsch & Associates, an | CW l e complete 98-page booklet 
|}account group supervisor and a}! 


|member of the plans board. The | 
agency also has named George | 


An important addition to your instrument line 


The New KAHN Trigger Cannula 


A new office model at o new low price 


self-reta: 
flexible tips tes ee 


efficient trigger connulo technique 


. @ GUIDE TO BUYING TIME in department 
ae for stores, wholesalers, chains 


Buchanan, formerly an art direc- - pm BaF nt 400 FACTORY 
thr Siion Getic» dy RANE tinea _tor with Kiesewetter, Baker, Hage- 
| a= dorn & Smith, an art director. @ Complete direct mail service to all impor- 
| nent raatine ag SP Sackheim has been named to tant toy outlets 
| ee Sh aa handle advertising for General © ANNUAL BUYERS’ GUIDE—more than 572 
Amcebieeed Sabet te Foundry & Machine Co., maker of s 
" te chengrebl: erorm: (senderd end giemt . . . tas 
woruny,eadcaad peation cies Hebei nee een textile mill machinery, and Alma 
NM etketeg tengo = eo has Barr Wallpaper Mfg. Corp. : 7 7 Note: available only to manufacturers 
Sides | eee a alii ae 
Ont we Or Mat Cmne | Sncee Barnes Joins R. R. Williams . 
= ~ | Sos Wentworth H. Barnes, formerly | Ameridn's Outstanding Toy Bg ws’ Cbbesioe 
SE | director of marketing of Charles TOYS and NOVELTIES 
Ch ey Antell Inc., has joined R. R. Wil- a HAIRE publication 
i r , r : 
| NE Gaticiitioninis _ vas Paergrons oe gd — 1405 Merchandise Mart, Chicago 54, IIlinois 
) ses Swe : WRITE FOR SBS New York, Boston, Pittsburgh, St. Louis, Los Angeles 
rector of sales. The company has FURTHER Dallas, Atlanta, Kansas City 


THE OLD LOOK—This b&w ad fea-| transferred the sales division from | 

7 turing the Kahn Trigger Cannula| New York to Canaan. 

appeared last year in the ASTA 

Journal. The new Clay-Adams ads 

are in two colors and feature the 

company name rather than indi- 
vidual products. 


INFORMATION 


among general practitioners, sur- 
geons, obstetricians, pediatricians 
and internists was used as a guide. 
The schedule includes the Amer- 
ican Journal of Clinical Pathology; 
American Journal of Medical 
Technology; American Journal of 
Public Health; Canadian Hospital; 
Journal of Bacteriology; Journal of 
Clinical Investigation; Modern 
Hospital; Modern Medicine; Sin- 
opsis Medica Internacional and 
Surgery, Gynecology & Obstetrics. 
While continuing to feature the 
quality of individual products, the 
company’s new campaign is de- 
signed to present the company’s 
image as basically institutional. 
This new emphasis on prestige is 
expected by its promulgators to 
make Clay-Adams stand out in a 
highly competitive marketplace. 


==> we 


Adair Joins Headley-Reed 

Fred D. Adair Jr., formerly with 
Richard N. Meltzer Advertising, 
San Francisco, has been named 
manager of the San Francisco of- 
fice of Headley-Reed Co., radio-tv 
station representative. Coincident- 
ally, the company has moved to a 
new office at 110 Sutter St. 


JAVEL 
loated Offset 


Chanp. Another coated offset by Champion, manufacturers of 


x ts, Wedgwood Coated and Templar Coated Offset 


DIAMOND 


CANADIAN ° With the addition of Javelin Coated Offset, Champion now offers a com- 

plete line of coated papers made especially for offset lithography. For a 
CHEDDAR CHEESE multi-purpose utility sheet, the new Javelin Coated Offset is outstanding 
in value and economy —consistent in quality and performance. 


Templar Coated Offset has exceptional blue-white brightness and smooth 
surface .. . a perfect background for brilliant reproductions of rich con- 
trasts and sharp detail. 


And of course, for truly distinctive offset lithography, Wedgwood 
Coated Offset is the standard of the industry. Its unusually bright color 
and smooth surface provide an excellent basis for reproductions of match- 
less beauty, vibrancy and depth. 


Whatever your paper needs, you'll find precisely the right grade for the 
job in Champion’s wide range of quality coated offset papers. For samples 
of all three grades write: 


THE PERFECT GIFT 
Now available in U.S. This delicious, 
tasty CANADIAN CHEDDAR has a deli- 
cate, sharp, sealed in flavor. A truly 
gracious Holiday Remembrance for bus- 
iness associates, friends and the entire 


family. 3 Ib. 3 oz. Wheel, $4.95 


Gift wrapped — of course! 

SEND CHECK, MONEY ORDER AND 
YOUR GIFT LIST...WE DO THE REST! 
The Spur 91 Niagara St. 


Dept. S, Buffalo, N.Y. NA 
eeeeveevevee eevee 


ADVERTISING DEPARTMENT 
THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 
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Standing 
first 


in readership 


New Audit Form May 
Reveal Publishers’ 
Market Penetration 


(Continued from Page 3) 
circulation, as displayed by a num- 
ber of space buyers. Some business 
books show good total circulation, 
Mr. Wilt explained, but may be 
largely concentrated in a relatively 
small number of plants and thus 
miss important contact with wide 
segments of their markets, but 
“penetration,” he said, “is just as 
important as total circulation.” 


® At Business Publications Audit 
of Circulation, Adin L. Davis, pres- 
ident and managing director, told 
ADVERTISING AGE that his organiza- 
tion currently does not audit this 
type of information. 

Mr. Davis said that any BPA 
member paper is free to reply or 
not to reply to this question as it 
sees fit. He suggested that his 
group conceivably might include a 


bap BES Ue wena’ ce Ee 
~ ae een 
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plant breakdown in its auditing 
process at some future date, if suf- 
ficient interest is expressed by a 
large enough group of members. 

The matter of auditing plant 
distribution had been discussed by 
BPA’s audit policy committee in 
the past, he added, but the matter 
was not acted upon because it was 
felt that an insufficient number of 
papers was interested in its inclu- 
sion. 


® Alan Wolcott, v.p. of Audit Bu- 
reau of Circulations, told AA that, 
to the best of his knowledge, the 
idea of incorporating this type of 
information in ABC forms had 
never been brought up to the bu- 
reau’s business publications divi- 
sion as a formal request. 

ABC has a board meeting sched- 
uled in New York for next week, 
and this topic is not on the pre- 
pared agenda for this meeting. 
However, it could be introduced at 
the meeting by one of the board 
members, ABC said. 

Plans for promoting wider use 


of the NIAA publisher’s sales pre- 
sentation form will be discussed at 
a meeting of the media practices 
committee to be held in December. 


Franklin Fader to Change 
Name to Carpenter-Proctor 

Franklin Fader Co., Newark in- 
dustrial agency, will change its 
name Jan. 1 to Carpenter-Proctor 
Inc. Officers are Gilbert S. Carpen- 
ter, formerly an account executive 
with Michel-Cather, president; 
Barron R. Proctor, management 
consultant and previously v.p. and 
treasurer of Lennen & Mitchell, 
exec. v.p., and John V. Matthews, 
former art director of Cunning- 
ham & Walsh, v.p. and art director. 

The three principals bought con- 
trolling interest in the agency sev- 
eral months ago. 


Harry Cohen Adds A.E. 


Siebrand H. Niewenhous Jr., 
formerly with Sullivan, Stauffer, 
Colwell & Bayles, has joined 
Harry B. Cohen Advertising, New 
York, as an account executive. 


among 


The Courant’s 
Circulation Passes 
100,000 


Yesterday was a milestone in The 


Courant’s history because circulation of the C R C U LAT . N 


daily issue, for the first time, topped 100,000 
copies. This follows an issue of the mush- 


rooming Sunday paper that sold 144,300 cop- 
ies. Surely the daily Courant’s first 100,000 


will be the hardest—it took 191 years to hit 


that figure, though most of it did come with 
Net Paid 


a noticeably sharp upswing in recent years. 
Greater Hartford and Connecticut continue 
to demonstrate their vitality by growing, as 

Nov. 7, 1955—100,017 i 
until the weekly was stopped in 1913 and the 
present aay! paper founded. Here is the Nov. 8, 1955—100,284 
a 


design 
engineers— 


by all 


fore A. D. 2146, which is 191 years hence. 


When in the 80s the elder Joseph Pu- 
litzer took over The World in New York, and 
pushed it past the 100,000 mark for the first 
time, he celebrated by having 100 guns fired 
in City Hall Park and giving every employe 
a tall silk hat. The Courant celebrates more 
— by looking back over its past like 

unyan’s Valiant-for-Truth, without repent- 
ing “all the troubles I have been at to arrive 
where I am.” 


The story begins with the founding of 
The Courant as a weekly by Thomas Green in 
1764, when there was no Audit Bureau of Cir- 
culations to guarantee the accuracy of a 
newspaper’s sales figures. All Colonial pa- 
pers were, of course, small. There are indica- 
tions that by the time of the Revolution in 
1775, Green’s circulation had reached 700. 
And half a century later the memory of one 
printer recalled a war-time circulation of 
8,000 copies. There is also testimony from 
Isaiah Thomas, printer and publisher of the 
Massachusetts Spy, that during the Revolu- 
tion—especially after the British occupation 
of New York— The Courant’s circulation 
equaled or surpassed that of any paper on 
this continent. 


By the time of the Civil War, long after 
the daily issue was begun in 1837, The 
Courant had a circulation that was large 
even in terms of the early decades of the 
twentieth century. For the records show that 
in the first month after Fort Sumter its cir- 
culation shot up from 17,000 to 26,000. There- 
after it shrank again, but proved a hardy 
survivor through all the journalistic changes 


accepted 


yardsticks... 


MACHINE DESIG 


The man from MACHINE DESIGN will gladly show you the 
results of (1) continuing reader research studies, (2) reader 
requests for extra editorial articles, and (3) surveys conducted 
by advertisers and agencies. MACHINE DESIGN is clearly your 
basic design publication if you want highest readership among 
the most design engineers . . . wherever the design-engineer- 


was shown by some recent yee figures. 
So there is little doubt that The Courant will 
reach a daily circulation of 200,000 long be- 
record of the last half-century, the figures oo 
being those for early November, to compare 
accurately with yesterday’s: 


Year Daily Sunday " n 0 y e 
1905 11,100 None $ u d — r 1 4 4 0 0 0 
ing function exists, 1920 28,946 37,861 y P 
1940 46,207 74,401 Sunday Nov. 6, 1955 
1945 50,827 89,899 : ’ # 
1950 68,267 114,913 | 
1955 100,000 144,300 


Much goes into newspaper circulation. 
News and editorial, advertising, mechanical, 
business, and circulation departments must 
all work together. Those of The Courant will 
continue to do so, the more effectively to serve 
Greater Hartford and Connecticut. Now for 
that next 100,000. 


From The Courant Editorial Page, Nov. 8, 1955 


Represented Nationally by 
GILMAN, NICOLL and RUTHMAN 
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Advertising Age, November 28, 195° 


White Man’s Burdening His Ads in Backward 
Regions With Outworn Concepts, Anson Says 


New York, Nov. 22—R. G. K. 
Anson, v.p. in charge of interna- 
tional advertising for Gaynor, 
Coleman, Prentiss & Varley, has a 
word for some advertisers in the 
so-called “backward” countries 
abroad. It’s this: “Some of you 
people are still working with mar- 
keting concepts that went out with 
Kipling and the cholera belt.” 

“With the growth of national- 
ism and national pride in almost 
every ‘underdeveloped’ country of 
the world,” adds Mr. Anson, “rad- 
ical changes are taking place in 
the habits and viewpoints of the 
man in the street and the man in 
the kraal. 

“Take West Africa, for example. 
Not too long ago, this area was 
referred to as the ‘white man’s 


outmoded concept, as one look at 
their ads will show. They don’t 
realize that things have changed.” 

Mr. Anson’s idea of how the 
alert agency advertises in these 
days when non-whites “look for 
leadership to the successful mem- 
bers of their own race,” is em- 
bodied in, for example, the GCP&V 
ads for Kolynos. 

The Kolynos drive, showing a 
Negro personality who has been 
a success in his sphere on an equal 
footing with his white counter- 
parts, “is paying off handsomely, 
not only in terms of sales of tooth- 
paste, but in good will among West 
Africans.” 

Another ad appeared in Malaya, 
where research indicated that (in 
Singapore) about 50% of the pop- 
ulation is under 21 years of age, 
and that there are signs of closer 
integration between European and 


Chinese communities. 


Townsend-Williams Merges 

with Cary-Hill; Adds Office 
Townsend-Williams, Kansas 

City, has merged with Cary-Hill, 


Des Moines and Kansas City. Rob-| 
ert Townsend, former president of | 


Townsend-Williams, will be man- 
ager of the Kansas City division 
and v.p. of Cary-Hill. 

Cary-Hill also has opened an of- | 
fice in Omaha, under the direction | 
of Jack Howard. Mr. Howard for- 
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Sherebrooke, Que., and Montreal,|signed the advertising account 
producer of synthetic spun fabrics,|of Bruck Mills Ltd., Montreal, 
effective Dec. 1. _which on Dec. 1 will move to 

Coincidentally, Lovick has re-|Cockfield, Brown & Co., Montreal. 


merly was with Ziv Television! 7 


Programs. 


Two Stations Join CBS-TV 
WORA-TV, Mayaguez, Puerto 


Rico, will join CBS Television as| /4 


a non-interconnected affiliate, ef- | 
fective in late November. KOSA- | 
TV, Odessa, Tex., will affiliate 


with CBS-TV, effective Jan. 1. | 
| 
| 


James Lovick Adds Domil: 
Resigns Bruck Mills 
James Lovick & Co. Ltd., Mon- 


| 
treal, has been appointed to heme : 


dle advertising for Domil Ltd., 


: PER TY ae wy me er . 
Se Re ee eee eee Mae 


IN CANADA 
more than */4rds 
of all major q 
goods and services| 
sold in Toronto ‘ 
are bought by 
readers of the 


more than 
TORONTO 


? / 3 rds ; | 


*SOURCE: Gruneau Research Survey, 1955 
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Earl Cameron 
thanks‘Kolynos’ 


Famous film star Bari Cameron has and whatever the opcasion he knows that 
plenty of reasons for si “But, he hes smile is always important. Your 
says, “ the best reason of all is I know I success, too, depends on the confidence 
can emile with confidene. | clean my of your seule With Kolynos you can be 
teeth with Kolynos to keep them whute vure of your teeth and your breath 

and gleaming ail the ume. Kolynos nich foam cleans hertmeen 


INTERRACIAL—This Kolynos ad fea- 
tures an interracial appeal which 
is advisable in dealing with na- 
tions striving toward nationalistic | 
goals of their own, according to) 

GCP&V. 


grave.’ It was hypothetically the 
refuge of the remittance man or 
the man trying to forget a woman. 
It was assumed to be several small 
settlements of whisky-drinking | 
whites who dressed for dinner 
every night, surrounded by a howl- | 
ing wilderness of underprivileged | 
Negroes. 


= “Some international advertis- 
ers,” he went on, “still hold to this 


HADABEB/A UTED CRM RHA SEMA AG 
EA DHL FEEAA BASEL URALEOUNEABDAY 
ehh ane 
EM RM FHF Bite 
C2. oe | eee Coe ee FOR 
SS QA AHAARBMAUDRES 
RA B2ANALCAMS BHAT 
REREMEHKHAERITAARHE 
“aean 
RBCS ARREA OS 2488 
2OBSP OH. 28 - 


Es a= 


KIPLINGESQUE—M ost advertising 
from western enterprisers designed 
for consumers in “backward” areas 
is characterized as Kipling-like in 
its rationale by Gaynor, Coleman 
Prentiss & Varley. Not so this 


Kolynos ad in Chinese. 


number six of a series: 


AMERICAN RESTAURANT magazine: 


“Service Center” of the restaurant industry! 


Let's examine the case of a hypothetical manufac- 
turer whose products are adaptable for use in the 
restaurant field. For some time, this manufacturer 
has been “eying” the restaurant market as a potential 
new outlet for the products he manufactures. Tak- 
ing advantage of the many research studies recently 
made of this field (we listed AMERICAN RES- 
TAURANT'’s contributions in our last article), he 
has finally come to the realization that here is 
“THE” market for him . . . that at last he is ready 
to sell the fabulously-growing restaurant field. 


But whoa, Mr. Manufacturer! What about the dis- 
tribution of your products, the industry's buying 
channels, etc.? Good question, and a mighty vital 
one to be considered BEFORE any direct sales strat- 
egy can be formulated. 


Where is information of this type available? 
AMERICAN RESTAURANT, of course, stands 
ready to supply manufacturers with distribution 
directories FREE of charge . . . information that 
enables manufacturers to lay the groundwork for a 
complete market distribution set-up. Here are sev- 
eral hard-to-obtain directories that are readily avail- 
able through AMERICAN RESTAURANT: 


“Food Brokers Selling To Restaurants and Hotels” 
“Restaurant Equipment Dealers” 
“Institutional Food Wholesalers” 


After lining up his distribution, with the help of 
these directories, our manufacturer is then ready 
for his sales approach . . . ready for AMERICAN 
RESTAURANT’s “service by penetration” strat- 
egy, whereby he can concentrate on restaurants 
(commercial and hotel) ALONE and capture two- 
thirds of the entire away-from-home eating market. 
And remember—only AMERICAN RESTAU- 
RANT offers such COMPLETE saturation-pene- 
tration of this DOMINANT segment of the entire 
$16 billion market! 


But this manufacturer’s sales approach does not end 
with the publication of his advertising. He may 
think that the “merchandising of advertising” is 
necessary to extract the full value out of the adver- 
tising dollars expended. He’s told, as are a//] AMER- 
ICAN RESTAURANT advertisers, that special ar- 
rangements can be made to “merchandise” their 
advertising . . . by sending copies of the magazine 
or tear sheets to lists of their choice (of dealers, 
distributors, salesmen, etc.). 


And soon—beginning early next year, AMERICAN 
RESTAURANT will go a step further . . . making 


available four-page folders for distribution to ad- 


vertisers’ lists. The outside front cover of this folder 
will contain a current reproduction of ARM’s cover, 
with the outside back cover containing a brief mar- 
ket summary. Inside, “pockets” will carry a tear 
sheet of the advertiser's ad (on one side) plus a cur- 
rent editorial reprint, significant to his individual 
products or problems (on the facing side). Here’s 
a complete “merchandising package” that enables 
manufacturers to extract the full measure of sales 
effectiveness out of their advertising. It can mean 
MORE advertising effectiveness plus MORE sales 
value for every dollar spent. 


Then, too, this same manufacturer knows that there 
are many more special services offered to him as 
an advertiser in AMERICAN RESTAURANT 
magazine. Briefly, here are just a few of them: 


Listing in the “W here To Buy” Section: 


This is a special feature that appears in AMERICAN 
RESTAURANT each month, and is available only to 
companies who advertise six times or more within 
one year. By using this section, advertisers can pro- 
mote products other than those included in their regu- 
lar advertisements. 


A six-time contract automatically entitles the adver- 
tisers to listing under six different classifications for 
a twelve month period. Less than six-time advertisers 
are entitled to listing in issues in which their ad ap- 


pears. 

Index to Advertisers: 

An alphabetical listing of advertisers. This can be 
used in conjunction with the “Where To Buy” section 


to make it simpler for the reader to check advertise- 
ments of products in which they are interested. 


Readers’ Service Coupon Page: 


Over 2,000 inquiries are received every month from 
readers using this service. These inquiries are promptly 
forwarded exclusively to the particular advertiser 
checked on the coupon. 


Mailing Service: 
Special mailing to over 30,000 names of our sub- 


scriber list, and over 100,000 names on our prospective 
subscriber list can be made under certain conditions. 


Any wonder why AMERICAN RESTAURANT 
magazine has earned its reputation as “service cen- 
ter” of the restaurant industry? Why don’t you join 
the legion of manufacturers who have come to 
AMERICAN RESTAURANT for assistance in sell- 
ing the sales-prolific restaurant market? AMERI- 
CAN RESTAURANT magazine, Patterson Pub- 
lishing Company, 5 South Wabash Avenue, Chica- 
go 3, Illinois. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Eye and Ear Man's Utterances on Noel Coward Program 
Bring Heated Responses from Irate, Disappointed Readers 


To the Editor: Most of the time, 
I am reasonably proud of being in 
the advertising business. I have 
never felt that, as a business, it 
called for any apologies—in fact, 
I have usually been more than 
ready to do battle with its detrac- 
tors. 

But after reading the Eye and 
Ear Man in the Nov. 7 issue, I’m 
not so confident as I was. Perhaps 
the eggheads have something, after 
all—perhaps big-time advertising 
is a callous, materialistic, selfish, 
anti-social operation which recog- 
nizes no values which can’t be 
added up on a cash register. 

At least, our friend Eye and Ear 
doesn’t make any bones about 
where he stands. He takes two fat 


columns to make just one point: 
any network executive, agency 
man or advertiser who attempts to 
put on a program which is not tai- 
lored to “the tired worker in his 
underwear, with his can of beer” 
is an unmitigated idiot—and some- 
thing of a traitor to the ad busi- 
ness (the advertising profession 
does not enter into E&E’s cosmos, 
obviously). 

The success or failure of the 


particular programs he mentions 


is beside the point. Some were 
poorly done—some were well done. 
He says as much. But good or bad, 
he damns them and all their tribe 


—because they dare to waste the 


above dese-dem-and-dose tastes. 
To Mr. E&E, “culture” is almost a 
dirty word, and a threat to the 
democratic economy. 

He is affronted because that 
nasty Englishman, Noel Coward, 
was allowed to sing some of his 
own songs (mostly well known to 
literate people) which included 
certain phrases or words which 
are generally taboo in tv. Does, 
then, everything in tv—even a 
| program which is obviously not 
|intended for children—have to be 
| bowdlerized to the point of nau- 
Sea? I can’t help but feel that our 
friend E&E must have been an 
‘early and eager purchaser of the 
|British version of Mother Goose 
| which emerged last year, com- 
|pletely freed of all allusions to 


golden hours of tv in an effort to violence; nobody killed Cock Rob- 
present entertainment on a level) in. 


FABULOUS PHOENIX 
A Major Market on the MARCH 


Here is the full story on the growth of the Phoenix Metropolitan Area during 
the past decade as published by Sales Management, Nov. 10, 1955... plus 
Sales Management's prediction for the next ten years. Conclusive proof that 
Phoenix is one of America’s key markets . . . a market that’s saturated by 


ALL 8 


in Population 


in Effective Buying 


in Food Store Sales 


the Phoenix Republic and Gazette with 93% City Zone coverage. 


1945-1955 


METROPOLITAN AREA GROWTH RANKINGS* 


PHOENIX IN TOP TEN IN 


CATEGORIES IN 


Income 


in Total Retail Sales (tie) 


(tie) 


in General Merchandise Store Sales (tie) 
in Furniture-Household-Radio Store Sales 
in Automotive Store Sales 


in Drug Store Sales (tie) 


1955-1965 Saks Managemen Predicts 


PHOENIX WILL RANK 28th IN POPULATION 


x 


Advertising Age, November 28, 1955 


No—I still refuse to believe that 
advertising is forced to descend to 
the old (and, one had believed, dis- 
credited} “12-year-mentality” lev- 
el to keep the economy going. Cer- 
tainly, programs for mass selling 
should, by and large, be couched 
in terms which the masses will 
understand and accept. But is it 
necessary to feed them an unmit- 
igated diet of cynically conceived, 
mechanically measured tripe? Isn’t 
it possible to believe that some 
hundreds of thousands of people 
—maybe even millions—are liter- 
ate enough or have sufficient nat- 
ural taste to welcome a change, 
occasionally, from the likes of Mil- 
ton Berle and Martha Raye? 

And by the way, I don’t suppose 
E&E is troubled in the least by the 
revolting, noisy, guttersnipe qual- 
ity of the latter program. Noel can’t 
say “Hell’’; but Martha can lollop 
around in skin-tights, because the 
good old beer-swizzling, hairy- 
chested or house-wrappered 100 
million like to leer at this fine 
down-to-earth exhibition. In fact, 
as long as it’s consciously plebian, 
everything goes when the whistle 
blows; but if it wears a shirt and 
tie, and clean fingernails, it mustn’t 
say “wet the cot”—that’s nasty. 

Is advertising, on the big-con- 
sumer level, committed to the kind 
of thinking which is so clearly a 
fundamental part of E&E’s credo? 
Must every tv show, and every 
newspaper and magazine ad, be 
dropped to this level? Is it abso- 
lutely necessary to write commer- 
cials with “like” in place of “as” 
to sound folksy and “we’re-all- 
low-grade-together”? Is “The 
Hucksters” not a caricature, but a 
fairly accurate presentation of big- 
advertiser, big-agency thinking 
and activity? Are The New Yorker, 
the shelter and women’s magazines, 
the purveyors of classical record- 
ings and hi-fi equipment all de- 
luded dolts, running their maga- 
zines and their ads only for their 
own perverted pleasure? 

I guess I’m naive—unrealistic— 
impractical—but I resent the Eye 
and Ear Man. I resent his attitude. 
I resent what he wrote, and the 
way he wrote it. I resent the re- 
flection he puts upon any inten- 
tion (no matter how successful or 
unsuccessful 


little masterpiece for years. I re- 
sent his parochial “I’m-a-plowboy- 
from-the-Midwest-where-men-are 
men” pretensions—pretensions just 
as phony as any the Madison-Ave- 
nue-stationwagon-set may have. 
I resent the idea that the television 
channels are something which a 
generous but business-like God 
provided for the sole use of cynical 
advertisers in fattening their sales 
to the great unwashed—and that 
people of taste and intelligence 
have no claim to the use of the 
airwaves. 

But the insidious thought creeps 
in: can E&E be right? Is consumer 
advertising only a set of exercises 
in feeding the animals? Pardon a 
note of smugness—but it makes me 
a little relieved that I found my 
way into industrial advertising, 
where we start out with the as- 
sumption that we are talking to in- 
telligent people who can read with- 
out moving their lips. We don’t 
get so rich, perhaps, as the million- 
dollar-budget boys; but we don’t 
have to cheapen ourselves, or the 
products we advertise, to make a 
living. 

R. G. Peck, Jr., 
Vice-President, The Vanden 
Co., Chicago. 

e 
To the Editor: I cannot help but 

find fault with what seems to be 
your Eye and Ear Man’s basic 
premise in his Nov. 7 column: That 
all television programming must 
be aimed only at the “tired work- 
er in his underwear, with his can 
of beer.” 

The networks cater to this man 
most of the time, and it is only 
very occasionally that superb en- 
tertainment like “Three for To- 
night,” “The Skin of Our Teeth,” 
“Cyrano de Bergerac,” or the 
Coward-Martin show is offered. 
The people who conceive and pro- 
duce this type of show should be 
encouraged, not told to “go back 
to the farm.” 

Let your columnist doff his shirt, 
swill his beer, and read a maga- 
zine for a few hours each week, 
and let the networks give us more, 
rather than less, of this type of 
program. 

FREDERICK S. KELLOGG, 


in accomplishment) 


to talk to the American public in| 


terms above the “undershirt” lev- 
el. I resent his use of AA’s columns 
to feed more fuel to the pinko crit- 
ics of advertising—or rather, of its 


Charles C. Kellogg & Sons Co., 
Utica, N. Y. 


s o eB 
To the Waterfront, Boys! 


To the Editor: We are no doubt 
all familiar with the recent Marl- 


excesses; they’ll be quoting this boro tattooed man campaign. It 
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comes back to me doubly after 
reading your recent series on the 
use of agent personnel for models. 

On the Marlboro campaign, it is 
obvious that the agency personnel 
does not really include a tattooed 
man. The tattoos appearing on the 
models are either drawn on by 
some local artist or the retouch 
man is doing a good job on the 
photos. However, I should like to 
pose a technical problem concern- 
ing these ads. It is very obvious 
that the people on the Marlboro 
account haven’t the vaguest no- 
tion of what a tattoo really is. A 
tattoo on an individual is put in 
the position so that somebody 
viewing that tattoo will see it 
right side up. If you will note, in 
all of the Marlboro ads, the tattoo 
is right side up when the man’s 
hand is in an inverted position. 
Ergo: the tattoo has been put on 
upside down. 

As a secondary suggestion, I 
would like to say that the A.E. on 
this account should set sail for the 
nearest waterfront saloon, sit 
down, have a couple of beers, and 
look at the hands around him, and 
decide just how tattoos should be 
placed. Or maybe, better yet, they 
should just go out and hire a pro- 
fessional model and get the thing 
right in the first place. 

FRANK C. HOHMEISTER, 

Sales Promotion Supervisor, 

Torrington Mfg. Co., Torring- 

ton, Conn. 

7 > * 
Nebraska, Missouri Are Put 
into Farm Income Lineup 


To the Editor: Your Oct. 17 is- 
sue covering the agricultural sit- 
uation is splendidly done, indeed. 

Your editors and researchers are 
to be congratulated. But naturally, 
errors will occur. We refer to page 
46 (the bold type in the center 
showing states and farm income). 
We wonder how in the world Ne- 
braska was left out of the first ten 


in farm income? Nebraska ranked 
eight in 1954. See the attached 
sheet. 


California ........ $2,504,596,000 | 
ne See Ee $2,296,332,000 
se ET A $1,914,044,000 
3. Oe $1,913,078,000 
Minnesota ........ $1,256,497 ,000 
eS a ae $1,152,312,000 
a ee $1,091,340,000 
Nebraska ......... $1,059,203,000 
Missouri .......... $1,035,635,000 
Wisconsin ........ $1,002,692,000 


Actually, Nebraska and Missouri 
should have been ahead of Wis- 
consin. 

Seriously, we like the fact that 
we are in the first ten in farm in- 
come and, therefore, you can un- 
derstand our concern. But again 
let us say that was a splendid is- 
sue. 

Tom HIcKeEy, 

Advertising Manager, The Ne- 

braska Farmer, Lincoln. 

. « » 
Orders Bread and Water 
Diet for Creative Man 


To the Editor: Your Creative 
Man should be forced to stand in 
his corner on bread and water for 
at least a week. 

I am not in the advertising busi- 
ness; neither have I anything to 
do with the milk business. I do 
have a large family, however, and 
we consume large quantities of 
milk, 

Your Creative Man might have 
gone to the trouble to discover that 
in sections of the country other 
than New York (and there are oth- 
er sections) milk is delivered in 
paper containers by the dairies. 
Apparently the glass container 
people found this out and the least 
your man could have done was to 
check. 

The rest is a matter of opinion. 
Our family is convinced that milk 
tastes better when kept in a glass 
container, that it does spoil more 
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BIGGEST TV BUY 


656,675 SETS! 


MORE THAN ANY OTHER STATION 
SOUTH OF WASHINGTON, D.C. 


More than top power—here's top coverage, too! 
WSJS-TV's new mountain top tower is 2000 feet 
above average terrain . . . beams your sales story 
to the Golden Triangle cities of Winston-Salem, 
Greensboro, and High Point, plus 91 counties in 
5 states . . . with a whopping total of 3,943,000 
people! 


A 41/2 BILLION DOLLAR MARKET 


Sa IN 


THE SOUTH 


WINSTON-SALEM, WN. C. 


quickly in paper containers. We} populace to some extent in my 
also know, from many sad experi-| failure to follow football, nonethe- 
ences, that paper containers leak less nobody can convince me that 
_the populace or listening audience 

I am afraid that your Creative is interested in football in the ratio 
Man created his facts—along with of 50 to 5 as the programs worked 
out on my car radio. In my own 
family, for instance (4 adults), no 
one of them will listen or look at 
P. S. I have nothing to do with a football game, or baseball, or 
| hockey, or wrestling, or basket- 
‘pall . . . they just don’t care for 


—all over the refrigerator. 


his opinions. 
CHARLEs A. Brown, III, 
Minneapolis. 


either the glass or paper container 
business so please don’t accuse me 
of being prejudiced. 


Sports Broadcasts Overdone, 
in This Listener's Opinion 

To the Editor: In driving back 
from Minneapolis Saturday after 
a tough week there (selling space) 
I kept the radio of the car on al- 
most constantly. Out of approxi- 
mately 50 stations that I could 
tune in enroute, only four or five 
had anything on other than foot- 
ball, a subject I can do without 
nicely. 

It occurs to me that while I am 
undoubtedly out of step with the 


| 


spectator sports. 


of company, too. 
JAMES H. TOTTEN, 
Publishers’ Representative, 
Chicago. 


Looks to me like somebody in 
the broadcasting industry is off 
base somewhere—and he has a lot 
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Dog Not Pink Elephant 
To the Editor: 

Creative man bit dog Oct. 31. 

Not ad criticism. Display mordant 
wit. 

Dog not pink elephant. Damned 
good hook. 

Hathaway not selling eye patches. 

| Sell shirts. 

Problem product differentiation. 
Brand name. 

Getting attention. 

Does. Rum-on-rocks. Subtle dif- 
ferences, too. 

Obviously not Puerto Rican. 

Probably Alfred Jingle. Read old 
AA comment? 


BERNARD MOON, 


Speigel, Chicago. 


ey TET Something Omitted on a Printed Job? 
OVERPRINTING AND IMPRINTING 


—even on Folded or Bound Jobs 


Sersen’s IMPRINTING, Inc. 


CHesapeake 3-2050 
17 N. Loomis St. 


CHICAGO 7 


E. S. Miller of Seattle, 
District Manager of 


5. C. JOHNSON & SONS, Inc, f 
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|) IMPORTANCE AS A 
ey MAJOR MARKET” 


“Johnson’s Wax Products have been advertised 
consistently in the Tacoma News Tribune because 
Johnson’s advertising department and advertising 
agency recognize the need for local coverage in the 
prosperous Tacoma market. They realize that pro- 
motions in Seattle newspapers do not reach buyers 
in the Tacoma area. 


Mr. Miller continues, “As district manager, I 
know how important the Tacoma market is to our 
sales in the Pacific Northwest and am glad my firm 
is familiar with the marketing conditions of the 
Seattle-Tacoma area.” 
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Brewers Per Barrel | 


Advertising Age, November 28, 1955 


Per-Case Costs of Beer and Ale Advertising 


Ad Costs Up15%in‘54 


(Continued from Page 2) 


available have been those meas- 
ured by PIB and BofA. Therefore, 
some of the most important adver- 
tising done by brewers is omitted. 
This includes displays, signs, 
point of sale and outdoor, which 
account for two-thirds or more of 
the brewers’ advertising. 
Outdoor expenditures for most 
of the leading brewers were made 
available for the first time in 1954 
by Outdoor Advertising Inc. when 
it released data on the top 100 
users of outdoor. These figures 


will be added to other totals later | 


in this study, but they are omit- 
ted from the comparisons of ad- 
vertising and sales, since they are 
unavailable for 1953 and earlier 
years. 


® The reader can get some idea 
of the extent to which the brew- 
ing industry uses other media be- 
sides newspapers, magazines and 
network radio and tv by Research 
Co. of America’s estimate that 
brewers spent $2 per barrel in ad- 
vertising and promotion in 1954. 
This compares with Research Co.’s 


Brewers Listed Among 
100 Top Outdoor Users 


,;come to $4,144,370. 

Falstaff, ranking sixth in sales, 
invested $1,396,890 in outdoor 
which, combined with other avail- 
able figures, brings its total in- 
vestment to $2,744,772. 


= F. & M. Schaefer Brewing Co., 
next in sales rank, spent $882,559 
in outdoor advertising. Combined 
with the other measured ad invest- 
| ments, its total expenditure was 
| $1,612,660. 
Theo. Hamm Brewing Co., fol- 
‘lowing Schaefer in sales, spent 
$935,228 in outdoor. Its combined 
advertising comes to $1,908,550. 
Miller Brewing Co., next in sales, 
spent $1,299,007 in outdoor. Its 


therefore, will be $3,430,691. 

Lucky Lager Brewing invested 
$1,034,019 in outdoor which, added 
to other measured advertising, 
gives an advertising expenditure 
of $1,252,698. 


® Blatz Brewing Co. has been in- 
cluded in the table, although its 
figures are not incorporated in 
AA’s study this year since its sales 
set for comparison purposes by 


table, however, because in the past 


Anheuser-Busch ...... $3,244,664 / it has been consistently in this 
Pgs saa cv eusuw ee 3,229,976 group and its present sales and ad- | 
Ballantine ..........-. $90,158 | vertising figures are of some inter- 
Pabst ........---++++ 1,074,991 | est. Blatz was not listed among the 
Liebmann coeseetsseoser 1,536,044 top 100 outdoor advertisers. 
WE g's. o oe ema ee,8 1,395,890 

Banter «ow. vcs cccere $82,559 “: 

Ons ccs eeeneaks 935.228, Consumer Service 
ING so os had nee bie 1,299,007 

Lucky Lager .......... 1034019, 1s Key Source of 

Ru Sa ee 365,310 

a. Showicas 205,229 Ad Ideas: Dahnke 
RE Tee ck bhscccans yd Curcago, Nov. 22—The food 
Drewrys ....---++++++> waa 77g | Manufacturer's consumer service 
Goebel ......---+--- 4 3.912 | 2°Partment is its best source of 
Pfeiffer ..........-.-: 643, 93 /new ideas about products, packag- 
Jackson ....-.-.--++-- 438,5 ‘ing and promotion, according to 


estimate that the industry spent 
$1.40 in advertising to sell a barrel 
in 1953. This is an increase of about 
42.9%, considerably more than the 
increase estimated by AA. 

Total advertising investment in 
the measured media by the 19 
brewers in 1954 was $22,982,060, 
16.2% more than the $19,776,625 
invested by the leaders of 1953. 


® The table accompanying this 
story shows the brewers listed in 
order of how many barrels they 
sold in 1954, plus total advertising 
and ad cost per barrel and per case. 

In 1953 Anheuser-Busch ousted 
Schlitz from first place as the top 
seller, and it maintained this lead 
in 1954. In addition to the adver- 
tising measured by PIB and BofA, 
this brewer also spent $3,244,664 
in outdoor, bringing its total up 
to $6,820,379. 

While Schlitz placed second in 
terms of sales, it continued to be 
the top beer advertiser in 1954. In 
addition to the measured adver- 
tising shown in the table, Schlitz 
spent $3,229,976 in outdoor adver- 
tising, bringing its known adver- 
tising expenditure up to $7,319,025. 


® Ballantine, the third largest sell- 
er, spent $890,158 in outdoor ad- 
vertising in 1954. When this is add- 
ed to its other measured advertis- 
ing, the total is $2,693,234. 

Pabst, in fourth place, invested 
$1,074,991 in outdoor advertising. 
When this is put with its known 
advertising in the four other media, 
its total is $4,147,572. 

In fifth place in sales was Lieb- 
mann Breweries, which spent $1,- 
536,044 in outdoor advertising. 
Added to the other measured ad- 
vertising, Liebmann’s ad expen- 
ditures for all measured media 


'Marye Dahnke, who heads one of 
the biggest such departments in 
|the business. 

_ Miss Dahnke, who directs the 
consumer service department of 
| Kraft Foods Co., told a meeting of 
the Agate Club here that the reci- 
'pes and food ideas which her de- 
partment creates are often the 
‘basis for whole advertising and 
‘sales campaigns—a notable exam- 
ple being the commercials for 
“Kraft TV Theater.” For that rea- 
ison, she said, “our fingers must 
'stay on the consumer’s pulse.” 


a Miss Dahnke listed these tests 
for the recipe ideas developed in 
her department: 


1. Veracity—is it of real service 
‘to the housewife? 
| 2. Simplicity—is it easy to tell, 
‘easy to follow? 
| 3. Vitality—does it encourage 
'the creative instincts of the audi- 
ence? 

As an instance of the consumer 
|service department’s operations in 
‘the marketing field, Miss Dahnke 
cited the introduction of Kraft’s 
miniature marshmallows. Before 
the first market was opened, she 
said, consumer service developed 
25 recipe uses for the product and 
produced color slides illustrating 
each of them, for use by the sales 
department. 


Hickman to ‘McCall's Pattern’ 

Louise Hickman, formerly fash- 
ion promotion director for Simplic- 
ity Pattern Co., has joined the 
promotion department of McCall’s 
Pattern Book, New York, as fash- 
ion coordinator. Succeeding Miss 
Hickman at Simplicity will be 
Lucile McLean, who formerly 
handled fashion merchandising for 
the New York Herald Tribune, 


combined measured advertising, 


fell below the 1,000,000-bbl. limit) “ ” 
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TJOS. SCHLITZ BREWING CO. 
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+PABST SALES CO. 
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LIEBMANN BREWERIES INC. 
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AA. It has been included in the! FALSTAFF BREWING CORP. 
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I dda iics ccicciceseescncconsees 


“ “ a“ 


F. & M. SCHAEFER BREWING CO. 
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THEO. HAMM BREWING CO. 
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MILLER BREWING CO. 
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|||LUCKY LAGER BREWING CO. 
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JACOB RUPPERT BREWERY 
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*C. SCHMIDT & SONS INC. 
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DREWRYS LTD. 
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TCARLING BREWING CO. 
1,000 bbls. sold 
cos sccccecsssasemintis casenenaee 
Ad cost per bbl. 
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61.3¢ 
4.5¢ 


5,406 
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5.5¢ 
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3.5¢ 
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76.5¢ 
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3,290 
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41.0¢ 
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2,690 

$750,051 
27.9¢ 
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2,249 

$973,322 
43.3¢ 
3.1¢ 


2,096 


$2,131,684 
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7.4¢ 


1,775 

$218,679 
12.3¢ 
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1,769 
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19.5¢ 
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1,516 
$216,651 
14.3¢ 
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1,450 

$480,595 
33.1¢ 
2.4¢ 
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$698,192 
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$158,444 
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1953 


6,711 
$3,041,609 
45¢ 
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5,255 
$3,733,430 
7\¢ 

5.2¢ 


3,882 
$2,021,738 
52¢ 
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$3,089,864 
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$2,465,750 
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$432,626 
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$234,349 
22¢ 
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$301,285 
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Sales of brewers whose 1954 output exceeded 1,000,000 bbls. related to the amount invested 
by each in general magazines, farm magazines, newspapers, Sunday sections, network radio 
and network tv during the past six years. These figures are not offered as complete records of 
ad expenditures; brewers spend large sums in outdoor, spot radio and tv and newspapers on 
a local or regional basis, as well as on point of purchase materials. 
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Advertising Age, November 28, 1955 
1954 1953 1952 1951 

SPFEIFFER BREWING CO. 

OG ” Greene aie ee 1,066 1,442 1,504 1,555 

eae ee eee Pe $162,965 $76,410 oe $136,688 

SR a SR en 15.3¢ 5¢ — o¢ 

s = gf  SRRRINS © 2° AA Se lL4i¢ 0.4¢ ae 0.7¢ 
SAN FRANCISCO BREWING CO. 
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ye eR = SE eee 13.1¢ 9¢ 12¢ 7¢ 
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#JACKSON BREWING CO. 
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BLATZ BREWING CO. (SCHENLEY INDUSTRIES INC.) 

I ia co ics sco .paicccsetcuthincdiipeice 975 1,062 1,662 1,799 

eT ner men $380,466 $1,031,799 $1,591,284 $2,433,110 $ 

Bl Geet ROE TI evidences ectadtanthbescccessasese 39.0¢ 97¢ 96¢ $1.35 

ea NT US 2.8¢ 7.0¢ 7.0¢ 9.8¢ 


+Figures include expenditures for both beer and ale. 

\||No ad expenditures listed in measured media for 1949. 

INo ad expenditures listed in measured media. 

§No ad expenditures listed in measured media for 1952. 

#No ad expenditures listed in measured media; no sales figures available for 1949 through 1953. 
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THE EIFFEL TOWER 
TO 95th STREET? 


... FILMWAYS did, with a new 35 mm Bell & Howell 
Background Process Projector. Your needs may not de- 
mand the Eiffel Tower as a background but through “rear 
projection” FILMWAYS can help you produce right in 
New York, background action of any scene, any season, 


Leading advertising agencies and adver- 
tisers throughout the nation call Manpower 
during rush periods, emergencies or special 
| projects for: 


@ TYPISTS @ STENOGRAPHERS 
| @ ANY Temporary Office Help @ Market Surveys 

| @ Demonstrators @ Coupon Distribution 
| @ Product Sampling © @ Premium Mailing, Contests 


| Our own bonded, insured employees do your work 
| in your office or ours. ..for as long as you need them: 
| four hours, a day, week, month or longer. We pay 
| them, keep ALL records. You pay only for actual 
| hours worked, at our surprisingly low hourly or piece- 


| work rates. 
| 65 OFFICES 


FROM COAST-TO-COAST AND ABROAD 
If your city is not listed below, write Mr. Adams, 
ADVERTISING SERVICES DIVISION 


a ‘R 
manpower, inc. 


330 West Kilbourn, Milwaukee 3, Wisconsin 
WORLD'S LARGEST COMPLETE BUSINESS SERVICE 


any sport... for your T.V. film commercials. | Call the Manpower, Inc., Office Near You 
“ | Allentown. ....... HE 5-8021 Milwaukee... .. BR2-0913 Providence...... DE 1-4186 
Permit your creative efforts the freedom | cca Main 1538 Minneapolis... Lincoln 0527 Rochester, N.Y... Baker 5340 
: ‘as Baltimore........ MU 5-0698 wWewark  .....MA4-4235 St Lowis......... GA 1-5766 
which only rear screen projection offers. Boston... .LN2-7748 ew Maven acne st inns tee CA 4-0710 
: : Gellete........ UG tee: a aoe alt Lake City.... EM 4-6561 
Further information on request. = Spee AN 3-3949 New York........ CH4-6947 San Diego... BE 4-7347 
Cincinnati........ MA 1-7250 “Niagara Falls......... 49819 San Francisco... SU 1-4352 
Cleveland........ TO 1-5471 Oakland ........GL 2-1046 San Jose......... CY 7-0500 
Columbus, 0. ....CA 4-4297 Oklahoma City... RE 6-8188 hi Main 1870 
Denver,......... KE 4-7285 Omaha... Webster 4403 South Bend... CE 4-0157 
Des Moines......... .8-6745 J Springfield, Mass. ST 8-0335 
Ge. Detrell,....... WO SONG Dente «+++ “tS | i 3-6181 
42 Houston.......... FA 3-9157 SED «oe os ‘ Tacoma...... Broadway 4000 
ae O's hee = oS.) ee indianapolis... ME 8-3835 Phoenix..........AL2-2361 Tampa... 2-3880 
: a Jersey City....... SW 5-3636 Pittsburgh. AT 1-6164 = Toledo......... Fulton 4649 
} ; ¥ Los Angeles... Tucker 3202 Portiand, Ore.... .CA6-2719 Waterbury, Conn. PL 6-8303 
wig y ba 241 W. 54th $T., NEW YORK 19, N. Y. Havana, Cuba Johannesburg, $. Africa London, England Paris, France 
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- - » AND WHAT IT MEANS TO MANUFACTURERS 
WHO SELL CAR FACTORIES OR CAR DEALERS... 


It means this: In these growing, prosperous automotive 
markets, the newspaper of the industry is doing a job for 
those who want to get their share of the market. It means 
that more advertisers and agencies are recognizing that 
Automotive News gets in, gets read, gets action from the 
decision men. It means that more advertisers want to reach 
these 43,000 (highest circulation ever) who pay $8.00 per 
year (highest subscription rate in the industry) and who 
renew at the rate of 85% (also highest in the industry). 


Let Automotive News do this same job for your products 
or services. Just contact one of the offices below. 


*The month of October, 1955, did it! It gave us the highest 
linage ever in a single month . . . 180,277. And it’s the 
second time this year we've cracked records . . . beating 
January by over 19,000 lines. It beat last October's mark by 
35% ...a gain of over 46,000 lines. Finally, it assures us 
of the biggest year ever. 
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DETROIT 26, MICHIGAN 


NEW YORK: Edward Kruspak, Advertising Mgr.; Ray Billingham, Howard E, Bradley, 51 €. 42nd St., Murray Hill 7-6871 
_ DETROIT: R. L. Webber, Mich. Mer; Wm. Maas, Roy Holihan, 2666 Penobscot Bldg, Woodward 3.0495 


: J. Goldstein, Western Mgr.; William H. Gallagher, 360 N. Michigan Ave., Stat 
LOS ANGELES: R. H. Deibler, 2506 West Eighth Street, Dunkirk 3- #3 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Hotel, 
Chicago. 

Dec. 3-4. Exhibit Producers & Design- 
ers Assn., Ist annual national convention, 
Hotel Manger, Cleveland. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Roosevelt, New 
York. 

Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 22-25, 1956. Newspaper Advertis- 
ing Executives Assn., annual meeting, 
Edgewater Beach Hotel, Chicago. 

Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 
Chicago. 

Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
Edgewater Beach Hotel, Chicago. 

Feb. 24-25, 1956. Northwest Daily Press 
Assn., 37th annual meeting, Radisson Ho- 
tel, Minneapolis. 

March 1, 1956. Associated Business 
Publications, annual eastern conference, 
Roosevelt Hotel, New York. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12, 1956. Point-of-Purchase 
Advertising Institute, symposium and ex- 
hibit, Hotel Sheraton-Astor, New York. 

April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
Chicago. 

April 15-21, 1956. National Brand Names 
Week. Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 27-29, 1956. Advertising confer- 
ence sponsored by the University of 
Michigan, Ann Arbor. 

May 14-16, 1956. National Newspaper 
Promotion Assn., ?$th annual convention, 
Hotel Cleveland, Cleveland. 

May 24-27, 1956. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 10-13, 1956. Advertising Federa- 
tion of America, annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

June 20-22, 1956. American Marketing 
Assn., spring conference, William Penn 
Hotel, Pittsburgh. 

June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 

July 1-4, 1956. Newspaper Advertising 
Executives Assn., summer meeting, Em- 
press Hotel, Victoria, B.C. 

Aug. 24-28, 1956. Mail Advertising Serv- 
ice Assn., 34th annual convention, Drake 
Hotel, Chicago. 

Sept. 23-25, 1956. Advertising Federa- 
tion of America, Tenth District conven- 
tion, Shamrock Hilton Hotel, Houston. 

*Oct. 1-3, 1956. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
New York. 

Oct. 11-13, 1956. Pennsylvania Publish- 
ers Assn., annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

Oct. 18-19, 1956. Audit Bureau of Cir- 
culations, 42nd annual meeting, Drake 
Hotel, Chicago. 


Screen Actors Guild Offers 
Booklet on Talent Costs 

The Screen Actors Guild has 
mailed to television film producers 
and advertising agencies handling 
tv filmed commercials a booklet, 
“Re: How to Figure Talent Costs 
in TV Filmed Commercials.” The 
booklet, based on the 1955 pro- 
ducer-Screen Actors Guild con- 
tract for filmed commercials, is a 
revision of the first such booklet 
published in 1953. 

Copies of the booklet may be ob- 
tained without charge from offices 
of the Screen Actors Guild in New 
York, Detroit, Pittsburgh, Cleve- 
land, Chicago, San Francisco, Bos- 
ton, Cincinnati and Hollywood. 


Flexiclogs to Grant, Schwenck 

Flexiclogs Inc., New Holstein, 
Wis., has appointed Grant, 
Schwenck & Baker, Chicago, to 
handle advertising for its footwear 
for men and women. Cramer- 
Krasselt Co., Milwaukee, formerly 
handled the account. 


Singer Joins Eastco 

William L. Singer, formerly 
manager of special sales of Allen 
B. Wrisley Co., Chicago, has been 
named merchandising manager of 
Eastco Inc., White Plains, N.Y., 
manufacturer of soaps, laxatives 


and veterinary products. 


PRISCILLA FORTESCUE 


Priscilla Fortescue’s in- 
fectious enthusiasm, 
plus guest stars, and her 
on-the-spot recordings 
from all over the wert, 
sparks her listeners to 


move your product off 
\ grocers’ shelves in 
\. Greater Boston! 


CARL MOORE 


Six mornings a week, 
Carl Moore proves his 
drawing power by at- 
tracting a very large 
share of the Boston 
tening audience. Key 
your food advertising to 
‘).a sales-proven person- 
‘\ ality-WEEI RADIO’s 
: Carl Moore! 
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Diamond T Becomes 
Separate Division 
of White Motor Co. 


CLEVELAND, Nov. 22—White Mo- 
tor Co. plans to make a division 
out of Diamond T Motor Car Co., 
Chicago, with distribution “sepa- 
rate but integrated” with the 
Cleveland operation, when White’s 
purchase of the Chicago truck- 
making firm becomes final. 

White’s acquisition of Diamond 
T was seen as solidifying White’s 
position among independent truck 
producers; White and Mack Trucks 
Inc. remain the only two major 
independents in the field. 

Robert F. Black, chairman and 
president of White Motors here, 
and C. A. Tilt and E. J. Bush, 
chairman and president respective- 
ly of Diamond T, have announced 
an agreement under which White 
will acquire, subject to Justice 
Department and Diamond T stock- 
holders’ approval, substantially all 
the net assets of Diamond T for a 
reported $8,500,000 in cash. 


® With the acquisition, White will 
have total assets of about $115,- 
000,000 and some 190,000 trucks 
and tractors on the nation’s high- 
ways. White now has about 135,- 
000 vehicles in use, while Diamond 
T has about 55,000. 

White’s agency is D’Arcy Adver- 
tising Co., which has handled the 
account more than 35 years. 
White’s present budget, reportedly 
more than $700,000, has been con- 
centrated in trucking and indus- 
trial magazines, with frequent 
spreads in national and general 
publications, including Life and 
the Wall Street Journal. Griswold- 
Eshleman Co., Cleveland, handles 
Diamond T advertising. 


® D’Arcy also handles advertising 
for the present White divisions, the 
export division, White Motor Co. 
of Canada Ltd., Montreal, and the 
Autocar division, Ardmore, Pa., 
which White purchased from Au- 
tocar Co. in 1953. 

The purchase of Diamond T will 
end the federal court suit White 
filed in Illinois in 1953 claiming 
Diamond T had infringed on 
patents on the forward-tilting 
truck cabs produced and widely 
advertised by White. 


NEC Film Division Shitts 
Several Sales Aides 


Daniel M. Curtis, central sales 
manager for the NBC Film Divi- 
sion since January, has been trans- 
ferred to New York as eastern 
sales manager. He succeeds Leon- 
ard C. Warager, who has been 
named administrative sales man- 
ager. John M. Burns Jr., formerly 
administrative sales supervisor, has 
rejoined the syndication company’s 
sales staff. 

Coincidentally, Edward A. Mon- 
tanus, now central sales super- 
visor, has been advanced to central 
sales manager. His former position 
will be filled by Seymour (Hap) 
Eaton, a member of the central 
sales staff. On the West Coast, 
salesman James A. Strain has been 
advanced to western sales super- 
visor for NBC Film. 


Warner Moore Joins OAl 


Warner H. Moore, formerly an 
account executive with WRCA- 
TV, New York, has joined Outdoor 
Advertising Inc. as an account ex- 
ecutive in its Philadelphia office. 
He is the son of Warner R. Moore, 
president of Outdoor Advertising. 


Y&R Names Two V.P.s 


Henry F. Woods Jr., manager of 
the general publicity department 
of Young & Rubicam, New York, 
and Harry Rauch, manager of the 
agency’s radio-tv publicity de- 
partment, have been named v.p.s. 


Ti-Ni 

HOW ABOUT A LITTLE CAT NAP NOW?—Tabby Cat Food held a little 

banquet (for cats) immediately prior to the Boston Cat Club Show. 

Here are two guests, Socks, oldest cat present (21 years next Feb- 
ruary) and Ti-Ni (five weeks old) the youngest guest present. 


distributors of sanitary chemicals, 
cleaning supplies and maintenance 
equipment, will be issued in Jan- 
uary by MacNair-Dorland Co., New 


New Business Paper to Bow 
Maintenance & Sanitary Sup- 

plies, anew monthly business pub- 

lication for jobbers, dealers and 


York. It will have a controlled cir- 
culation of 4,500 monthly, and 
base advertising rate for a b&w 
page, one time, will be $200. Clos- 
ing date for the first issue will be 
Dec. 15. Frank J. Reilly is editor, 
and Thomas Morgan, advertising 
manager. MacNair-Dorland also 
publishes American Ink Maker, 
Soap & Chemical Specialties and 
Soap Blue Book. 


‘Art Director’ Changes Name 

Art Director & Studio News, New 
York, official publication of the 
National Society of Art Directors, 
will change its name with the Jan- 
uary issue to Art Direction. 
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pees en : Peraeen 


Touchy readers get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a claim is filed, you 
need our 
“INSURANCE 

devised especially to take the sting 
out of these cases. It’s surprisingly 
inexpensive and it does the job 
adequately 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 
. CORPORATION 


_ INSURANCE EXCHANGE | 
KANSAS CITY, MISSOURI 


KANSAS CITY IS SOLD on 


NOW AVAILABLE... New Rotary Bulletin 


POSTERS 
BULLETINS 
SPECTACULARS 


(STALLUP) 


(RE 


~ 
a 
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“EVENTS OF THE DAY” 


7:30 Today’s Sensational Story 
7:35 Inside Washington 

7:40 Transatlantic Exclusive 
7:45 Personality of the Day 
7:50 The News and You 

7:55 News 


8:55 News 


“THE WORLD AND YOU” 
8:00 Arrivals and Departures 
8:05 Let’s Visit 
8:10 Yesterday at Midnight 


8:15 America at Work and Play 9:25 News 
8:20 Elm Street to the 
Great White Way “OFFBEAT” 


8:25 News 


“YOUR BETTER TOMORROW’* 
8:30 Part 1—words to live by 


9:55 News 


“ 


8:35 Part 2—advice on your 
marriage and family 

8:40 Part 3—improving your 
personality 

8:45 Part 4—your success 

8:50 Part 5—advice on your home 


“SOUND MIRROR” 
9:00 Sounds of Yesterday 
9:05 Sounds of Today 
9:15 Sounds of No Importance 
9:20 Soundings 


9:30 Offbeat Humor 
9:35 Futurescope 
9:45 Soloscope 
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<> This is the BADIO schedule that TV Built 


(The wonderful story of ABC Radio’s NEW SOUNDS FOR YOU 
written especially for grown-up advertisers) 


* MONDAYS 
8:30—The Voice of 
Firestone 


TUESDAYS 
8:30—Bishop Sheen’s 
“Life Is Worth Living.”’ 


Q nce upon a time almost every living room had a radio. And almost every night 


the family gathered ’round to listen. Today, almost every living room has a TV set. 
Radio has moved to other quarters. The kitchen, bedroom, den, workshop, car. Even 
an occasional bathroom. Who listens? The family does. Not as a group, but individually. 
. Not indiscriminately, but selectively. NEW SOUNDS FOR YOU — ABC Radio’s new 
concept of nighttime programing — was built for this new kind of listening. It’s personal. 


It’s bite-size. Regularly scheduled 5- and 10-minute segments. Each attracts its regular 


... the new sound of ABC Radio 


listeners. Each can be sponsored night to night or as a “strip.” Only $800 buys a 
5-minute segment full network. Your ABC salesman will be tickled to tell the full story. 
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No. 5 in a series 
illustrating Food 
Field Reporter's 
widespread industry 
coverage at all 
executive levels. 


*s 


ss 
e B. Suggett 

District Manager 

California Packing Co 


fe Sg 
— Dan Mordecai 


Food Broker 


Kraft Foods Company. 


seas Monae 


eo 


i istrict ee 
- Atlantis Sales Corp.’ 


ms, 


J. B. Morris a 
Food Broker 


J. B Morris Company 


Field Executives like these 
read Food Field Reporter 


More than ever, food manufacturers are relying on their firing-line executives 
in determining important buying decisions. 

These men are closest to the local marketing scene. They know what’s moving 
their products and what extra advertising, point-of-sale and new packaging support 
would be most effective in boosting sales. To illustrate their influence among manu- 
facturers, a new survey* indicates that 65% of the industry’s key field executives 
made advertising media recommendations to home offices during 1954. Over 89% 
of these recommendations were adopted in full or in part! 


More district sales managers and food brokers—like their counterparts at home 
office executive levels—regularly read Food Field Reporter and vote it “outstanding” 
than any other manufacturer food publication.* 


Which is why, for 23 years, Food Field Reporter has been a vital selling tool 
for suppliers and service firms wishing to do business in America’s biggest consumer 
industry. And why it can prove equally vital and productive for you! 
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Clark, Publisher 
of Business Papers 
Since ‘11, Is Dead 


CHARLOTTE, N. C., Nov. 22—Da- 
vid Clark, 78, publisher of the 
Textile Bulletin and other techni- 
cal journals which he founded, 
died here Nov. 15 after a heart 
attack. 

Mr. Clark was chairman of the 
board of the Clark Publishing Co., 
Clark-Smith Publishing Co. and 
the Washburn Printing Co., which 
also published Clark’s Directory of 
Southern Textile Manufacturers 
and the Southern Hosiery & Knit- 
ting Buyers Guide. 

He began publishing Southern 
Textile Bulletin, now the Textile 
Bulletin, in March, 1911. In 1937 
he started another journal, the 
Knitter. Still later his company 
brought out the Southern Hospital 
and the Southern Optometrist. 


® A native of Raleigh, N.C., Mr. 
Clark had lived in Charlotte since 
1907, when he became editor of 
the Textile Manufacturer. He led 
in the organization of the South- 
ern Textile Assn. in 1908 and in 
the establishment of the Southern 
Textile Exposition, at Greenville, 
S. C., in 1914. 

Instrumental in establishing the 
North Carolina Textile Founda- 
tion, which financially assists the 
school of textiles, North Carolina 
State College, he also was for 
many years a trustee of the Uni- 
versity of North Carolina. 


FRANK J. G. DUCK 


New York, Nov. 22—Frank J. G. 
Duck, 56, chemical engineer and 
public relations specialist, died 
Nov. 15 at his home in Teaneck, 
N. J. A graduate of Lehigh Univer- 
sity and an instructor in metal- 
lurgy there, he later was associ- 
ated with McGraw-Hill Publishing 
Co., N. W. Ayer & Son, Worthing- 
ton Corp., National Electrical Man- 
ufacturers Assn. and with the New 
York State Society of Professional 
Engineers. He wrote numerous 
articles for scientific publications 
and for the Encyclopedia Britan- 
nica. 


NORMAN NASH 


New York, Nov. 22—Norman 
Nash, 49, former v.p. of the Kud- 
ner Agency, died Nov. 16 in the 


Virgin Islands, where he had 
moved after retiring from business 
last July. A graduate of Dart- 
mouth College, Mr. Nash joined 
Kudner in 1936 as a copywriter 
and was co-copy chief at the time 
of his retirement. He pioneered 
many of the techniques of televi- 
sion commercials. In World War II 
he served as air combat intelli- 
gence officer on an aircraft car- 
rier in the Atlantic. 


CHESTER W. GEE 


MILWAUKEE, Nov. 22—Chester 
W. Gee, 51, an agricultural ac- 
count man with the Bert S. Git- 
tins advertising agency here for 
the past year, died Nov. 13. 

Mr. Gee, a graduate of Kansas 
Wesleyan University, was a former 
farm news reporter on the Wichita 
Eagle and Salina Journal. In 
World War II he served in the 
Navy and was associate editor of 
“Naval Aviation News.” He joined 
the U. S. soil conservation service 
staff in 1946 and was regional in- 
formation chief for the service 
here prior to joining Gittins. 


VIRGINIA GATES MARSH 


New York, Nov. 22—Virginia 
Gates Marsh, 55, former advertis- 
ing manager of Saks Fifth Ave. 
and former publicity director of 
Lennen & Mitchell, died Nov. 17 
in Roosevelt Hospital of a heart 
ailment. She was the wife of Wil- 
liam L. Marsh, assistant trust of- 
ficer of City Bank Farmers Trust 
Co. In 1942 she was advertising 
director of Mary Dunhill Inc., per- 
fume and cosmetic house, and in 
’47 she became advertising director 
of the House of Gourielli, cosmetic 
maker. Later she was associated 
with Saks and L&M and subse- 
quently was European advertising 
director of Lehn & Fink. 


ARTHUR A. STARIN 

HOBOKEN, Nov. 22—Arthur A. 
Starin, 61, advertising manager of 
the Sweets Co. of America, man- 
ufacturer of Tootsie Rolls and oth- 
er candy products, died Nov. 16 
at Clifton, N.J., in an ambulance 
en route to a hospital. He suffered 
a heart attack while waiting for a 
train to go to work. Before joining 
the Sweets Co. in 1949, Mr. Starin 
had been advertising manager of 
the Scholl Mfg. Co., Chicago. Be- 
fore that he had been associated 
with the John F. Jelke Co., oleo- 
margarine producer, and Scott & 
Browne, drug manufacturer. 


A Typical I. W. HARPER 
Commuter Car Card 


SIDNEY G. STRICKER, JR., National Brand Manager, I. W. HARPER 
Distilling Co., says ... “‘It’s always a pleasure’. . . is the keynote 
to suburban living . . . where entertaining is year-round and 


How BIG is Your Biggest Market? 


(1964 FIGURES) 


SGA ae $64,200,000,000 
Advertising investment .............. $711,307,000 
Packaging Investment ................ $4,000,000,000 
Point-Of-Sale investment ............ $70,000,000 
Raw Material investment............ $5,490,000,000 
Equipment Investment .............. $673,200,000 


Food Field Reporter 


330 West 42nd Street, New York 36, N. Y. 


*Recording & Statistical Corp. Study (1955) 


frequent. To sell I. W. HARPER to the important heads of house- 
holds in the New York suburban market, we’ve scheduled giant 
four-color end cards in commuter trains throughout TDI COM- 
MUTER-LAND. This gives us over 20,000,000 selling impressions 
a month in the world’s richest market. 


Write for large marketing map of Greater New York Market and 
population and sales statistics for TDI-COMMUTER-LAND. 


Ti/ TRANSPORTATION DISPLAYS, INC. 
GRAND CENTRAL TERMINAL BUILDING * NEW YORK 17 
MU 6-3456 
TATION POSTERS & DIORAMAS + CAR CARDS + TIMETABLES 
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Many Newspapers Boost Ad Rates; 
More to Follow, AA Survey Shows 


(Continued from Page 1) 


meant. Many have been asked by 
their publishers to scour the New 
York market for an occasional 
“floating” carload of paper... they 
know how tight the paper market 
is, and they quickly feel the bite 
of the new paper boost. 

For instance, one rep had a call 
from a publisher who had just 
discovered that the bill for his 


’ comics section [printed under con- 


tract and delivered to him] would 
be up $11,000 in 1956. 

“There’s going to have to be a 
rate increase there,” one represen- 
tative official conceded gloomily, 
“because there just isn’t that much 
fat in the comics rate. In some 
cases that stuff is cheaper than 
r.o.p.” 


® Here’s a quick sampling of the 
situation: 

Herbert W. Moloney, head of 
Moloney, Regan & Schmitt, said 
he “definitely” expects newspa- 
pers to boost advertising rates. 
“Most will raise their retail rates, 
too,” he said after asserting that 
“raising general rates alone will 
not meet the $5 boost in newsprint 
costs.” 

Most of the representatives were 
agreed with Mr. Moloney on the 
retail rate rise. It is no secret in 
the newspaper field that the retail 
category is one where prices are 
far from the maximum. 

One newspaper executive point- 
ed out, “On many newspapers, the 
national rate is close to all that 
the market will bear. Generally, 
retail rates are rather low. Besides, 
there has long been a clamoring 
among national advertisers against 
the ‘discriminating’ differential 
between national and local rates. 
And, another thing . . . everybody 
is pretty well agreed they can’t 
get any more money out of read- 
ers.” 


® Stephen P. Mahoney, of Burke, 
Kuipers & Mahoney, told AA 
that his newspapers have not 
raised their rates, but the news- 
print boost will “likely end in 
rises.” He added that although 
newspapers “are doing more busi- 
ness than ever, they are making 
less and less profit because of these 
expenses.”’ Mr. Mahoney looks for 
advances not only in national rates, 
but in retail and in subscription 
prices as well. 

Cresmer & Woodward reported 
the Boston Globe and the Balti- 
more Sun will advance their line 
rates by 5¢ on the first of the year, 
and the Tucson Star Citizen will 
add 1¢ to its rate. All three plan 
higher retail rates, too. 


® Sawyer-Ferguson-Walker said 
the Washington Post & Times-Her- 
ald will also add 5¢ to its line rate 
on Jan. 1, and four other papers 
will also increase their rates. These 
the spokesman declined to name 
because of “the competitive situ- 
ation.” He added the papers are 
hoping their competitors “will an- 
nounce their increases first.”” The 
spokesman emphasized that in all 
cases retail rates are going up with 
national rates. 


Howard C. Story Jr., president | 


of Story, Brooks & Finley, said four 
newspapers in his shop have raised 
their rates, though these increases 
reflect circulation gains as much 
as they do newsprint hikes. 


® The Miami Herald has an- 
nounced a 5¢ increase, making a 
daily rate of 60¢ and a Sunday rate 
of 65¢ per line. A 3¢ increase by 
the Charlotte Observer has raised 
rates to 41¢ for the daily and 42¢ 
for the Sunday edition. The Wil- 
mington News Journal upped its 
rates to 36¢, a 3¢ increase. The 


Canton Repository rate is now 23¢, 
after a 1¢ increase. 

Mr. Story added, however, that 
he expects additional rate in- 
creases, and advances in newsstand 
and subscription prices also. 

The Branham Co. said two news- 
papers [Daily News and Leader 
Press, Springfield, Mo., and the 
Tulsa World Tribune] have an- 
nounced increases while a third 
will follow in the next few days. 
As for other newspapers it repre- 
sents, the company said, “You can’t 
be sure what will happen when 
they pull those end-of-the-month 
statements and see their nets are 
down.” 


® George A. McDevitt reported 
two of its papers have put through 
rate boosts. F. P. MacFadden ex- 
pects a real flood of increases 
across the country to start shortly. 

About 15 newspapers represent- 
ed by Ward-Griffith have an- 
nounced rate boosts since the rise 
in newsprint prices. Percentage of 
increase varies, it was said. On the 
other hand, John Budd Co. and 
O’Mara & Ormsbee both reported 
that none of their papers has 
raised rates as a result of the 
newsprint hike. Neither said it 
knew of any forthcoming boosts. 

Jann & Kelley reported that two 
of its newspapers [one being the 
Hannibal Courier-Post] have 
scheduled rate boosts for Feb. 1. 

J. P. McKinney & Son said six 
newspapers in its fold either re- 
cently raised or will shortly in- 
crease rates. Increases by three of 
these papers came prior to the hike 
in newsprint prices. These vary 
from 1¢ to 4¢. 

Several Scripps-Howard papers 
are expected to increase their na- 
tional rates in the near future. But 
these increases, AA was told, are 
not being made solely because of 
the higher cost of newsprint. In 
addition to higher cost trends gen- 
erally, it was said, rate structures 
are affected by circulation increas- 
es and by what individual news- 
papers are delivering to adver- 
tisers. 


MORE MILLS UP PRICE 


New York, Nov. 23—Concern 
over the current shortage, price 
and future supply of newsprint 
continue to disturb publishers and 
mill men. 

Another Canadian mill—Rich- 
mond Pulp Paper Co.—raised its 
price this week $3 a ton. 

To date, this makes 12 out of 
approximately 36 major North 
American newsprint producers 
that have increased newsprint 
prices since Oct. 18. The other 11 
|are: St. Lawrence Corp., Abitibi 
| Power & Paper Co., Southland Pa- 
per Mills, and Great Northern Pa- 
per Co., $5 a ton each; Canadian 
International Paper Co., Powell 
River Co., Bowater Paper Co., $4 
each; Anglo-Canadian Pulp & Pa- 
per Mills, Anglo-Newfoundland 
Development Co., Minnesota On- 
tario Paper Co., and Montmorency 
Paper Co., $3 each. 


-@ The current contract price in 
newsprint here ranges from $126 
to $131 a ton. How long quotations 
will remain on this basis is any- 
body’s guess. In the past, prices 
_have tended to reach a common 
level. In today’s market this doesn’t 
| seem likely, mill men say. It seems 
more probable that mills which 
have made $3 increases will move 
up to the $5 plateau than that mills 
now on that level will recede to a 
lower price. 

There are two major reasons for 
this opinion: (1) The current 
shortage of newsprint, and (2) 
higher production and shipping 
costs. 


Davis 


Turner 


ren Pearson, 


Mann 


Hanley Gossage 


HOPPY DAY—Kangaroo award is admired by George Turner, Qantas 

manager in San Francisco; Mrs. Norma Davis, San Jose Travel 

Service, who won it; Richard Mann, New Yorker manager in San 

Francisco; Bill Hanley, who accepted another kangaroo for War- 

TWA board chairman; and Howard Gossage, of 
Brisacher, Wheeler & Staff. 


Lyle Towner, Whose 
Agency Helped Build 
Hadacol, Dies at 66 


Houston, Nov. 23—AA learned 
this week of the death on Nov. 5 
of Lyle H. Towner, 66, owner of 
Majestic Advertising Agency, one 
of the agencies which helped Dud- 
ley J. LeBlanc promote Hadacol 
in its heyday. 

Mr. Towner had been ill for a 
long period of time. 

Until he established his agency 
in Houston in 1940, originally un- 
der the name Hedrick & Towner, 
Mr. Towner had been advertising 
manager of the Tampa Daily 
Times from 1932, and prior to that 
had worked in advertising for the 
Kansas City Star and Muskogee 
Phoenix & Times Democrat. 

After the collapse of Hadacol, 
Mr. Towner moved to Dallas, 
where he established Big 12 Corp., 
maker of Big 12 Iron Tonic. 


@ Majestic agency was the major 
agency for Hadacol at the time 
LeBlanc Corp. filed for bankruptcy 
in October of 1951. Prior to that, 
Erwin, Wasey & Co. had handled 
the bulk of the advertising, which 
went into newspapers, with Majes- 
tic handling MHadacol’s_ special 
merchandising, including the Had- 
acol Caravan, a type of sales circus 
which used some of the top names 
of the entertainment world. 

Hadacol was the brain child of 
Dudley LeBlanc, a Louisiana state 
senator, who built his company to 
spectacular heights before its col- 
lapse. While the company even- 
tually was bought out of receiver- 
ship, it never again attained its 
past fame. 

According to a speech Mr. Le- 
Blanc gave in 1950, he borrowed 
$2,500 and pyramided it into a cor- 
poration with $7,000,000 in assets 
within two years. Hadacol adver- 
tising swept the country, appear- 
ing on radio, tv and in newspapers 
and outdoor posters. So exten- 
sive was the advertising that when 
bankruptcy petition was filed, 


194 double-column typewritten 
pages (AA, Nov. 12, ’51). 


® One of the creditors was Majes- 
tic. Majestic later paid off all its 
media debts 100% on the dollar 
when it collected the full sum it 
owed ($298,000) from American 
Credit Indemnity Co., with which 
it had taken out a credit insurance 
policy on LeBlanc Corp. 


| 


| 


_a series of advertisements for the) 


Most spectacular promotion for 
Hadacol by Mr. Towner’s agency 
was the Hadacol Caravan, which 
used such entertainment luminar- 
ies as the late Carmen Miranda, 
Mickey Rooney, Chico Marx, Burns 
& Allen, Connie Boswell and Roy 
Acuff. 

In 1950, LeBlanc Corp. was pur- 
chased by a group headed by Har- 
ry B. Goldsmith Jr., who had been 
elected president of the company 
by a creditor’s committee. Mr. 
Goldsmith had previously been 
president of Grove Laboratories 
for 15 years. 


GILBERT BUNDY 


New York, Nov. 22—Gilbert 
Bundy, 44, well known illustrator 
and advertising artist, committed 
suicide by hanging yesterday in 
his room at the Hotel Marquis. 
Friends attribute his death to per- 
sonal psychological problems. Dur- 
ing the war Mr. Bundy was a war 
correspondent for the Hearst or- 
ganization with the Marines in 
the Pacific. During an attack, the 
landing craft to which he was 
assigned was blown to pieces, and 
Mr. Bundy was the only survivor. 
His friends say that he never fully 
recovered from the shock of that 
experience. 

Born in Centralia, Ill., Mr. Bun- 
dy studied art in Chicago before 
coming to New York, where he 
was a student at the Art Students 
League for a time. In the early 
1930s his cartoons in Esquire 
brought him into prominence. La- 
ter his illustrations appeared in 
most of the major national mag- 
azines. His work was distinguished 
by a smart type of linear treat- 
ment, with washes of color very 
loosely done. He came to be re-| 
garded as one of the most versatile 
interpreters of the younger gen- 
eration. 

In recent years he did a good 
deal of advertising work, notably 


Sanforized division of Cluett, Pea- | 
body & Co. through Young & Ru- 
bicam. His work for Log Cabin 
syrup and Schiaparelli perfumes 


was also outstanding. Art direc- 


contained examples of his work. | 
| 


NORMAN NASH 


Easton, Conn., Nov. 22—Norman 


Nash, 49, retired v.p. of Kudner) 


81 


6-Month-Old Wins 
Qantas’ Kangaroo 
(Her Pop's at JWT) 


San Francisco, Nov. 25—Sam. 
That’s the name which won the 
Qantas contest to find a new des- 
ignation for the Australian air- 
line’s Constellations. The name 
was submitted, according to a page 
ad in the Nov. 26 New Yorker, by 
Dena Walker Seibert, of New York. 

Miss Seibert, the grand wallaby 
winner, is six months old, accord- 
ing to a reliable source—her moth- 
er, who talked to AA in New York 
today. Mrs. Seibert was once in 
the media department of Pedlar & 
Ryan. 

Wilson Seibert, who happens to 
hold down a copywriter’s chair at 
J. Walter Thompson Co. (which 
handles Pan American Airways), 
figured the name Sam to be a sure 
winner because “everybody has a 
friend named Sam. It’s a warm, 
friendly name, and any airline 
would be glad to have people on 
the ground, hearing the throb of 
airplane engines overhead, look up 
and say, ‘Ah, there goes Sam.’” 

In a second bracket of the con- 
test, kangaroos were awarded to 
Warren L. Pearson, board chair- 
man of Trans World Airlines (“so 
they can start their own contest’), 
and Norma Davis, of the San Jose 
Travel Service, San Jose, Cal. 


® At a meeting of the San Fran- 
cisco adclub last week, Howard | 
Gossage, the Brisacher, Wheeler & 
Staff account executive who han- 
dled the campaign and wrote the 
copy, told his story: 

“The way the Super Constella- 
tion naming contest got started,” 
he said, “was that one day Bud 
Madison, who had been San Fran- 
cisco sales promotion manager at 
TWA before joining Qantas, col- 
lared George Turner and Owen 
Stormonth, of Qantas, and me and 
told us that this big Super-C thing 
that TWA had just started was go- 
ing to be a tremendous success. 

“Here we were, being outspent 
as usual. About all we could do 
was to come out with a little ad 
somewhere next to their double 
trucks that said, ‘Congratulations, 
TWA, we've liked ’em all along.’ 
Or we could do something else. 

“So we did something else. We 
started this contest in the travel 
trade magazines. It did quite well. 
So well we decided to expand 
our audience. We just couldn’t 
stand success. So we ran the three 
contest ads in consecutive issues 
of The New Yorker. 


= “We received more than 7,000 
entries, including more than 500 
personal letters, some of them quite 
witty and an amazing number of 
them from advertising people. 
“One copy chief for a New York 
agency wrote us that he liked the 
ads, but wondered if they had sold 
anything. As a matter of fact, they 
have. We have gotten several 
pieces of business directly trace- 
able to the contest, and one man 


'enclosed with his entry a check 


for a round-trip ticket to Australia. 

“Advertising is tough enough 
anywhere, but it’s tougher if you 
don’t know the language. Qantas 
ads appear in a great variety of 
languages in various parts of the 
world, including even Fiji. 

“At one time Qantas had an ad 
with the headline, ‘Qantas Service 
is Out of This World,’ which the 


| tors’ the past decade | airline wanted to run in Norway. 
Hadacol’s list of creditors covered | ‘TS annuals over Pp y 


Unfortunately, the translation was 
a bit literal and it came out, ‘Qan- 
tas Doesn’t Go Anywhere on 
Earth.” The ad ran for months be- 
fore they found out about it in 


Agency, New York, died Nov. 16) Sidney. 


in the Virgin Islands. He moved 


“If you’re wondering why all 


there when he retired last July.|the kangaroos,” Mr. Gossage ex- 
Mr. Nash had been a long-time) plained, “it’s just that we got car- 
Easton resident. He joined Kudner | ried away. After all, it’s only the 
in 1936 as a copywriter and was | first kangaroo that’s tough to come 
by; the rest come easy.” 


co-copy chief when he retired. 
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more and more 
Canadians 

are enjoying 
higher and higher 
incomes 


e More and more Canadians are en- 
joying the luxury of leisure (in all 
kinds of activities). They spend more 
and more money for retail and indus- 
trial products. 


‘ Canadians can now afford more of 
everything—for their businesses and 
their homes. They depend on the 
Canadian Edition of Time, their first- 
choice magazine, to help them choose 
the products they want... the prod- 
ucts they need. 


To reach the 
growing heart 
ofthe ~ 
Canadian market 
. 164,000 
best-customer 
families. 
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This Week in Washington... 


USIA Will Ask Congress for Increase 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Nov. 23—U.S. In- 
formation Agency chief Theodore 
Streibert is talking of expansion. 
In the light of Russia’s disappoint- 
ing turnabout at the Geneva for- 
eign ministers’ conference, he pro- 
poses to ask for a much larger 
budget—perhaps twice his pre- 
sent $85,000,000. 

While he can probably count on 
support from President Eisenhow- 
er, he’s sure to have trouble with 
Congress. Many of the congress- 
men who have been abroad come 
back with their own personal im- 
pressions of the effectiveness of 
USIA’s activities. In some in- 
stances, these impressions are not 
very complimentary. 

On the other hand, Advertising 
Council President Ted Repplier, 
who spent six months overseas on 
an Eisenhower fellowship, feels 
certain that USIA deserves more 
money. He says transients who 
make quick tours overseas cannot 
appreciate the full extent of USIA’s 
work because “it’s like an iceberg 
—mostly below the surface, where 
it isn’t easily seen.” 

. e . 


UHF for VHF Swap? Troubled 
members of the Federal Commu- 
nications Commission are hopeful- 
ly hinting that as many as seven 
new channels in the popular v.h.f. 
tv band can be scraped together in 
a swap. which would relinquish the 
unwanted u.h.f. tv band to the 
military. Office of Defense Mo- 
bilization has agreed to study the 
possibility. 

So far, however, there is no line 
waiting to apply for the orphan 
v.h.f.s. While these channels would 
be somewhat more desirable than 
u.h.f.s, since they would have 
v.h.f.’s desirable coverage charac- 
teristics, the unlucky telecaster 
who gets one would still go on the 
air without any audience. Since 
no existing set could tune these 
channels without added tuning 
strips, the audience for these new 
channels would inevitably be 
smaller than the audience on the 
established 12 v.h.f.s—a prospect 
that hardly appeals to anyone who 
has struggled with the u.h.f. con- 
version problem. 


Final Hurdle for AD-X2: Jess 
Ritchie, the scrappy maker of bat- 
tery AD-X2, still has at least one 
high hurdle remaining before he 
can peddle his product without 
fear of harassment from federal 
authorities. 

While a Federal Trade Commis- 


sion hearing examiner gives him 
a clean bill of health (AA, Nov. 
21) on the basis of endorsements 
from technicians who say AD-X2 
actually will prolong the life of 
batteries, the case is sure to be 
reviewed by the full commission. 

For one thing, the whole scien- 
tific world is concerned, for the 
examiner said he preferred the 
experience of qualified users to 
the laboratory tests of the National 
Bureau of Standards, the nation’s 
most authoritative testing labora- 
tory. 

Furthermore, Sen. John Spark- 
man (D., Ala.), chairman of the 
Senate small business committee, 
poured oil on the fire by issuing a 
statement which implies that the 
Bureau of Standards was less than 
objective in testing AD-X2. 

“This vindication of AD-X2 by 
the Federal Trade Commission, 
coupled with its earlier clearance 
of fraud charges by the Post Of- 
fice Department, should lead to 
prompt modifications in the prac- 
tice of the National Bureau of 
Standards of condemning products 
marketed by small business men 
solely on the basis of mere labora- 
tory data, without proper weight 
being given to how the products 
perform in actual use,” he said. 

“From now on,” he declared, 
“there will be little excuse for 
any government bureau unwitting- 
ly becoming the agent of industrial 
interests bent on harassing their 
smaller competitors.” 

o * . 

Farm Outlook: Agriculture De- 
partment’s long range prediction 
on farm income prospects for 1956 
sees increased demand and expen- 
ditures, but not much financial 
progress for the farmer because of 
huge supplies. The department’s 
experts think most of the addition- 
al expenditure will stay with proc- 
essors, as consumers increase their 
purchases of “service.” 

. e . 


Postal Rule Liberalization: Post- 
master General Arthur Summer- 
field has cut away red tape which 


/prevented mailers from enclosing 
| letters and other messages in sec- 


ond and fourth class matter. 
Henceforth first and third class 
text can be wrapped into pack- 
ages, simply by noting on the 
wrapper that they are included 
and paying the additional 3¢ per 
ounce. Formerly the whole parcel 
went first class if letters were en- 
closed. 

The department figures the new 
system will be a boon to business 
as well as to the general public. 
For example, magazine publishers 
can include gift certificates nam- 
ing the donor with the first copies 
of publications going to new sub- 
scribers. Sales letters can be in- 
closed with samples of new mer- 
chandise, and instructions pack- 
aged with equipment or repair 
parts sent through the mail. 

. * 7 


Flight Pattern: Civil Aeronautics 
Administration reminds us that 
Las Vegas, Nev., is the maverick 
among airports. While the city has 
a population of only 24,000, it pro- 
duced 191,923 air passengers in the 
12 months ended June 30—about 
the same as Birmingham, Ala., 
with a population of 560,000. CAA’s 
semi-annual report on air traffic 
patterns shows that 22 large hubs 
originate more than 65% of the 
nation’s air passengers, 75% of 
the mail and 76.5% of the air car- 
go. The next 39 cities originate 
about 20% of the passengers. Al- 
together there are 552 communi- 
ties covered in the report. 


Condon & Watson Bows 
Condon & Watson, new Florida 
agency, has opened offices at 20 S. 
Dixie Hwy., Boca Raton. William 
A. Watson, formerly in sales, mer- 
chandising and advertising of re- 
fractories in the Pittsburgh-Cleve- 
land area, is president of the 
agency, and Nicholas M. Condon, 
previously with Gil Sayward Asso- 
ciates, Fort Lauderdale, and the 
Miami Herald, is v.p. and treasurer. 


Greenbrier Moves Account 
Greenbrier Hotel & Cottages, 
White Sulphur Springs, W.Va., will 
switch its advertising account Jan. 
1 from Robert Conahay Inc. to 
Needham & Grohmann, New York. 
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from Washington, D.C. 


FIRST 10 MONTHS, 1955 


Of the various yardsticks available for measuring the 
comparative selling power of a city’s newspapers, none develops 


a truer picture than those listed below 
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tj er aa The collective judgment of advertisers in the best position to know Wash- 
ington newspapers gives The Star an overwhelming lead of 7,640,320 lines of total 
advertising for the first 10 months of 1955. Keep this in mind when making up your 
own Washington advertising schedules. For a detailed account of the linage picture 
in Washington, check any O’Mara & Ormsbee office. 


‘The Washington Star 


EVENING AND SUNDAY WASHINGTON, 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Floride 
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RCA Rounds Up 


Its Activities in 


New Prospectus 


(Continued from Page 1) 
counts for more than 80% of the 
receivers produced by RCA. / 

4. While sales in the electronics 
industry have zoomed more than, 
450% from 1946 through 1954, the | 
company’s sales have risen only | 
300%. It estimates its share of | 
sales to have slipped from 13.4% | 
in 1946 to 10% in 1954. 

5. In 1954 the factory sales value 
of home tv and radio receivers 
produced by RCA amounted to 
about 15% of total industry pro- 
duction; its factory sales value of 
receiving tubes amounted to about 
28% of industry sales. 

Its tv and radio network time 
sales (before frequency discounts 
and agency commissions) amount- 
ed to about 35% of the gross for 
the broadcasting industry. And it 
accounted for about 27% of the 
U. S. international record commu- 
nications industry. 


i 
| 
| 
| 


a 6. The Whirlpool-Seeger deal 
worked like this. On Sept. 15, RCA 
transferred assets of $21,600,000 
of its range and air conditioning 
business and about $15,700,000 in 
cash to a new company, Whirlpool- 
Seeger Corp. The new company 
has the exclusive right to use the 
RCA trademark on certain prod- 
ucts. In exchange, RCA got 1,158,- 
563 shares of common stock— 
about 20%. 

7. As of June 30, 1955, the com- 
pany had a backlog of government 
orders of about $275,000,000. It had 
delivered $107,000,000 in products, 
services and research under gov- 
ernment contract in the first six 
months of the year. 

8. Its tv and radio holdings—an 
NBC tv network of 189 U. S. sta- 
tions, 158 interconnected, and five 
tv stations: WNBQ (Chicago), 
WNBK (Cleveland), KRCA (Los 
Angeles), WRCA-TV (New York), 
and WRC-TV (Washington). 


® In negotiation are three deals: 
(1) A swap with Westinghouse 
Broadcasting in which NBC would 
give its broadcasting facilities in 
Cleveland and $3,000,000 for West- 
inghouse’s Philadelphia properties 
(WPTZ, on tv, and KYW on am), 
(2) an agreement with the ma- 
jority stockholders of New Britain 
Broadcasting Co. in which NBC 
would get outstanding capital 
stock for $606,993, giving NBC a 
construction permit for WKNB- 
TV, a u.h.f. station in New Britain, 
and WKNB, a daytime only am 
station in New Britain and (3) an 
agreement with WBUF-TV, in 
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1001 WAYS TO SHLURP SOUP—Well, 


tually, there are only 21 suggestions on how to 
have soup, Campbell’s preferred, 


new times, new places.” 
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Some of the more savory 
suggestions contained in this four-color spread in- 
clude: Soup nogs (cream of celery soup whipped 
up with a can of milk and two eggs); soup and 
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not really. Ac- 


in “new ways, 


Home, 


Capel: Soap MQ 


snippets (“sliced process cheese.. 
onto the surface’’) ; and—the concoction that started 
the whole trend—soup for breakfast. Placed by 
Batten, Barton, Durstine & Osborn, New York, the 
spread runs between now and March in American 
Better Homes & Gardens, Ladies’ 
Journal, McCall’s, and Woman’s Home Companion. 


Advertising Age, November 28, 1955 
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which NBC is to buy for $312,500 
certain of the u.h.f. station’s assets. 

FCC approved the assignment of 
the construction permit to NBC 
with modifications, but in October, 
WGR Corp., which operates WGR- 
TV, Buffalo, a v.h.f. station which 
now handles NBC programs, filed 
a protest with FCC, and a hearing 
will be held. 


s In radio, the NBC network com- 
prised 196 standard am stations 
in the U. S., as of Sept. 1, with a 
number of companion fm stations. 
NBC owns five standard stations: 
WMAQ and WMAQ-FM (Chica- 
go); WTAM and WTAM-FM, 
(Cleveland), subject to the Phila- 
delphia swap; WRCA and WRCA- 
FM (New York); KNBC and 
KNBC-FM (San Francisco), and 
WRC and WRC-FM /(Washing- 
ton). 

9. Its far-flung organization— 
75,000 employes, 67,000 of them in 
the U. S., and 44,000 of them 
unionized and 35,000 covered by a 
retirement plan. 

10. Its executive compensation: 
Total take of directors and officers 
of the corporation was a whacking 
$1,921,414 in fees or salaries, plus 
$199,939 in 1954 incentives and 
$565,736 in deferred payments, for 
a total of $2,687,089. Of the 15 
men and women who make up 
this fabulous elite, the top in di- 
rect receipts is Frank M. Folsom, 
RCA president, who drew $165,000 


in salary, $21,434 in incentive. pay 
and $85,816 in deferred remunera- 
tion, for a total of $272,250. Next 
to him in direct pay was Brig. 
Gen. David Sarnoff, who drew 
$200,000 in salary and nothing in 
incentive or deferred pay. But 
Gen. Sarnoff’s estimated annual 
benefit upon retirement at 65 will 
be $85,400, compared with an es- 
timated $36,630 for Mr. Folsom. 
The third top earner in the group 
was Lindsey W. Teegarden, exec. 
v.p. for distribution, who drew 
$135,000 in salary, no incentive or 
deferred payment, and who will 
draw an estimated $20,910 in re- 
tirement pay. 


@ 11. Mr. Sarnoff has a stock op- 
tion, granted by the board in July, 
to purchase 100,000 shares of com- 
mon stock at $49.64 a share, or 
95% of market value on that date. 

12. Among the payments to le- 
gal counsel, etc., in 1954 was $19,- 
055.55 to Robinson-Hannagan As- 
sociates, as a retainer. 

In another section, the registra- 
tion statement outlined the litiga- 
tions in which RCA is involved. 
There are four major actions: 

First, three suits by Zenith 
against RCA and other defendants 
including General Electric and 
Western Electric; RCA is suing 
Zenith and Rauland Corp., in IIli- 
nois, charging patent violation. 

Second, RCA has sued Allied 
Electric Products, in New Jersey, 


To get bigger TV audiences, 
get in touch with. . 


San Francisco, 
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practically double the next 


Theatre,12.4).. . out- 
scoring many other na- 
tional favorites includ- 
ing oy Thomas, 
Godfrey Friends, 
Robt. Montgomery, etc. 


charging patent violation, and has 
been hit by a countersuit charging 
RCA with conspiring with several 
other companies to monopolize 
radio-tv products. 


® Third, RCA is a defendant in a 
federal suit by the Department of 
Justice in which it is accused of 
monopoly and restraint in radio- 
tv research, patent holding, etc. 
RCA has denied the charges. 

Fourth, RCA and NBC are de- 
fendants with the other radio and 
tv networks, NARTB and Broad- 
cast Music Inc. in a suit by 33 
authors and composers, charging 
the defendants combined and con- 
spired through BMI to restrain the 
public performance of these au- 
thors’ works. The company and 
its co-defendants have denied the 
charge. 


FRANK R. LEVINE 

NEw HAvEN, Conn., Nov. 23— 
Frank R. Levine, 71, who sold ad- 
vertising space on pencils for the 
past 40 years, died Nov. 20 at his 
home here. From a one-man office, 
Mr. Levine operated a mail order 
business obtaining orders from 
companies all over the country for 
advertising messages on lead pen- 
cils. These were executed by pen- 
cil manufacturers who printed the 
messages and shipped the pencils 
to Mr. Levine’s clients. 


VINCENT LYONS 


New York, Nov. 22—Vincent 
Lyons, 48, director of press rela- 
tions for Celanese Corp. of Amer- 
ica, died Nov. 14 at Doctors Hospi- 
tal, Freeport, L. I. Before joining 
Celanese in 1940 he had been a 
financial writer on the New York 
World-Telegram. Before that he 
was financial editor of the Indian- 
apolis Times. 


GEORGE F. SPARLING 


MINNEAPOLIS, Nov. 22—George 
F. Sparling, 55, copy chief for Er- 
win, Wasey & Co., Minneapolis, 
died Nov. 20. A graduate of Miami 
University, Oxford, O., he was a 
former v.p. and copy chief of 
McCann-Erickson. 


ARTHUR E. ANDERSON 

New York, Nov. 25—Arthur E. 
Anderson, 47, a salesman for 
Kelly-Smith Co., national news- 
paper representative, died Nov. 23 
at his home in Northport, N. Y. 
He started with the company as 
an office boy in 1922. 


FCC Study of Radio, 
TV Networks Finally 
Will Get Under Way 


(Continued from Page 1) 

While proposals for network in- 
vestigation had been pigeonholed 
by the White House, the House 
appropriations committee, with the 
approval of FCC, inserted a spe- 
cial $80,000 fund in FCC’s 1956 
budget to get the work under way. 


® Later the full commission turned 
the assignment over to a commit- 
tee composed of.Chairman George 
C. McConnaughey and Commis- 
sioners Rosel Hyde, Robert T. 
Bartley and John Doerfer. In Sep- 
tember FCC retained Dean Roscoe 
L. Barrow of the University of 
Cincinnati college of law to re- 
cruit a staff and direct the project. 

Today’s announcement gives no 
indication of the length of time 
that will be consumed in complet- 
ing the investigation. But the an- 
nouncement clearly implies that 
many additional subjects of in- 
vestigation are likely to be raised 
as the work progresses. 

FCC’s statement pointed out that 
the commission has not made a 
full factual investigation of net- 
work operations since the radio 
network investigation which start- 
ed in 1938, and culminated in re- 
strictions on network time options 
in 1943. 

Noting that the radio network 
rules have been carried over un- 
changed to television, the commis- 
sion said one purpose of the new 
investigation is to determine 
whether the rules adopted in 1943 
have been rendered obsolete by 
developments in radio and tv in 
recent years. 


Dodge Will Spend 
$20,000,000 on Ads 
in ‘55, Minor Says 


Cuicaco, Nov. 23—The Dodge 
division of Chrysler Corp. will 
spend about $20,000,000 on adver- 
tising this year, Jack W. Minor, 
sales manager in charge of adver- 
tising and merchandising, told 
members of the Chicago Junior 
Assn. of Commerce & Industry 
yesterday. 

Dodge reaches more persons 
through television than any other 
car manufacturer, Mr. Minor said. 
The three network tv shows 
sponsored by Dodge are the Law- 
rence Welk show, “Make Room 
for Daddy,” and “Break the 
Bank.” Dodge rated fourth in 
newspaper advertising among the 
auto makers, he said. Other media 
used extensively by the company 
are national magazines, outdoor 
signs and radio. 


® The Lawrence Welk show is the 
best show as far as selling Dodge 
cars is concerned, according to Mr. 
Minor, who based his statement on 
reports from Dodge dealers. 

Dodge will sponsor the Cotton 
Bowl football game to be televised 
nationally Jan. 2, 1956, on NBC, 
Mr. Minor said. Whether Dodge 
will go in for more tv sport shows 
next year depends on how the 
Cotton Bowl game is received, he 
told AA after the meeting. The Na- 
tional Open Golf Tournament tele- 
cast sponsored by the company 
earlier this year turned out to be 
a flop, he said. 


Watson Publications Buys 
‘Modern Industrial Press’ 


Watson Publications Inc., Chi- 
cago, publisher of Appliance Man- 
ufacturer and Modern Railroads, 
has purchased Modern Industrial 
Press, Pittsburgh, from Mrs. S. E. 
Andresen. The monthly publica- 
tion, directed to manufacturers of 
heavy industrial presses, has been 


published by Andresen Inc. 
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Little 


Duffy 


Gamble 


FOUR A’S APPRECIATION—Retiring after 22 years’ service as director of 

the Audit Bureau of Circulations, Ben Duffy, president, Batten, 

Barton, Durstine & Osborn, receives a resolution of appreciation 

from the American Assn. of Advertising Agencies board of di- 

rectors. Making the presentation on the happy occasion are Four 

A’s chairman Henry G. Little, president, Campbell-Ewald Co., and 
Four A’s president Frederic R. Gamble. 


"Modern Office 
Procedures’ Will 
Bow in March, ‘56 


CLEVELAND, Nov. 25—Industrial 
Publishing Group, a division of 
Telenews Productions Inc., will 
branch out into a new field when 
it launches Modern Office Proce- 


March, 1956, issue. 

The new magazine has been de- 
signed to reach the market for of- 
fice furniture, equipment, ma- 
chines, system machines, supplies 
and forms and paper. Franchise 
circulation through office equip- 
ment and supplies dealers will be 
used, and circulation, to be audit- 
ed by Business Publications Audit 
of Circulation, will total 100,000 
copies for the first issue. 

Rate for a b&w page, one-time, 
will be $1,395. Page size is 7x10”. 

Industrial Publishing Group also 
publishes Applied Hydraulics, 
Commercial Refrigeration & Air 
Conditioning, Flow, Flow’s Mate- 
rial Handling Illustrated, Industry 
& Welding, Occupational Hazards, 
Precision Metal Molding, Welding 
Illustrated and three catalogs— 
Flow Directory, Master Catalog of 
Fluid Power Products and Refrig- 
eration & Air Conditioning Catalog. 


Caldwell-Clements, 
Cowan Drop Lawsuits 


New York, Nov. 22—All litiga- 
tion concerning allegations of im- 
proper circulation claims between 
Caldwell-Clements, publisher of 
Technician, and Cowan Publishing 
Corp., publisher of Radio-Televi- 
sion Service Dealer, has been set- 
tled out of court. 

Cowan brought suit early this 
year against Caldwell-Clements 
asking for $100,000 damages for 
alleged false and fraudulent cir- 
culation claims (AA, Feb. 7). 
Cowan further charged that C-C’s 
publication Technician repeatedly 
issued sworn circulation statements 
and claims of circulation for given 
issues that subsequently were not 
supported by its provisional Audit 
Bureau of Circulations reports. 

C-C filed three counter claims, 
asking $100,000 damages for libel, 
$10,000 for false charges and $30,- 
000 for unfair competition. 


= Last Friday it was agreed in the 
presence of Judge Irving R. Kauf- 
man of the U.S. district court, 
southern district of New York, to 
discontinue all actions on the fol- 
lowing basis: 

1. That there shall be no costs or 
damages paid by either party to 
the other. 


| 


| 
| 


2. That the parties agree to sign 
a statement that resolves “their 
controversies in the interest of the 
publishing industry.” 

The agreement says Cowan con- 
ceded that in issuing figures for 
Technician C-C “had received the 
number of paid _ subscriptions 
claimed for the period and that 
Technician’s gross distribution was 


50,000 as announced.” 
dures with the new publication’s | 


Caldwell-Clements conceded that 
in “issuing claims about Techni- 
cian’s circulation it had included 
subscription orders which were on 
hand but not yet processed or 
served. ABC figures reflect solely 
subscriptions that have been qual- 
ified, processed and served.” 


® In other respects both publishers 
agreed that the circulation ana- 
lyses each had released were cér- 
rect within the confines of what 
each statement purported to say. 
“As the various matters at liti- 
gation between Cowan and Cald- 
well-Clements involved nothing 
more than this basic lack of mu- 
tual understanding,” the agreement 
says, “their lawsuits against each 
other have been withdrawn.” 


8-Page Insert in 
‘Saturday Review’ 
Is ‘Great Books’ Test 


Cuicaco, Nov. 23—An eight- 
page color insert in the current is- 
sue of the Saturday Review—one 
of the largest ads ever run in the 
publication—is being used in a 
test campaign for a new printing 
of the Encyclopaedia Britannica’s 
54-volume edition of the “Great 
Books of the Western World.” 

Reprints of the ad are being 
used as promotional leaflets in a 
direct sales test in Chicago and 
Los Angeles and in a nationwide 
direct mail sampling. Britannica 
undertook the promotion on the 
heels of a special order for 1,600 
copies of the edition placed by the 
Old Dominion Foundation, which 
is donating these sets to libraries 
selected by the American Library 
Assn. The test is being made with 
the overrun, priced at $298 per set. 

The first edition of the “Great 


| Books” was sold out three years 


ago, at $500 a set to charter sub- 
scribers and the remainder at $249. 


| Broadcasters Assn. Elects 


Allen Wannamaker, WBIG, 
Greensboro, has been elected pres- 
ident of the North Carolina 
Broadcasters Assn. Other officers 
elected include Ed Smith, WIRC, 
Hickory, v.p., and Cecil Hoskins, 
WWNC, Asheville, secretary (re- 
elected). 


Last Minute News Fiashes 


B&W Names Ruthrautf for du Maurier Cigarets 


LoutsviLLe, Nov. 25—Brown & Williamson Tobacco Corp. has ap- 
pointed Ruthrauff & Ryan, Chicago, to handle advertising for its 
newest property, du Maurier cigarets. B&W purchased Columbia 
Tobacco Co., which marketed du Maurier, several months ago. Doyle 
Dane Bernbach Inc., New York, was the previous agency. 


Reid, Decker & Stocki Gets Bell Sewing Machines 


Jersey City, N. J., Nov. 25—Bell Portable Sewing Machine Corp. 
has named Reid, Decker & Stocki Inc., Newark, to handle advertising, 
sales promotion and publicity for all its sewing machines, including 
a new automatic zig-zag machine, the Bell-Messerschmitt Magnematic. 


Silver Cup Bread Moves from D'Arcy to ChW 


Detroit, Nov. 25—Gordon Baking Co., formerly with D’Arcy Ad- 
vertising Co., St. Louis, is moving its Silver Cup bread account to 
Cunningham & Walsh. 


Douglas Aircraft Plans Its Biggest Drive 


New York, Nov. 25—Douglas Aircraft Co., Santa Monica, Cal., 
plans to spend more than $2,000,000 next year—the largest budget 
in the company’s history—for advertising and public relations. Big- 
gest segment goes for a domestic and international magazine campaign 
featuring the DC-7 and DC-8. Douglas’ military operations will be the 
subject of a second campaign, and a third, on spare parts, is set for 
overseas aviation business papers. J. Walter Thompson is the agency. 


Brown-Forman Shifts Stenquist, Kannapell 


New York, Nov. 25—Carl Kelly Stenquist, New York manager of 
Brown-Forman Distillers Corp., will move to the company’s Louisville 
headquarters Jan. 1 to take over as assistant advertising manager. He 
will be replaced in New York by Jack Kannapell, now assistant ad 
manager in Louisville. 


Strongheart Starts New Drive; Other Late News 


® Doyle Packing Co., Long Branch, N. J., is launching a comprehensive 
13-week spot radio and tv campaign for Strongheart dog food. More 
than 1,000 60-second radio and tv announcements have been scheduled 
in the five major markets of the eastern seaboard, supplementing 
Strongheart’s current newspaper and magazine campaign. Roy S. 
Durstine Inc., New York, is the agency. 


® Insurance Co. of North America, Philadelphia, will sponsor “Christ- 
mas Sing with Bing” Dec. 24 over CBS Radio. Bing Crosby will star 
in the hour live Christmas Eve show. Time for the $27,000 production 
was bought through N. W. Ayer & Son. 


e Paper-Mate Co., Culver City, Cal., will step up its use of spot radio 
and tv with a major campaign breaking in January. The newly ac- 
quired Gillette Co. subsidiary is expected to share some of that com- 
pany’s network ty shows, thus making more of Paper-Mate’s budget 
available for spot. Foote, Cone & Belding is the agency. 


® Walt Disney, who provides ABC’s most popular tv fare, will produce 
a Monday-through-Friday radio show for the network, starting Dec. 5 
at 11:35 a.m., EST. The 25-minute program, which will originate from 
Disneyland Park, will be offered first to Mr. Disney’s Wednesday 
night tv sponsors and to concessionaires at the park. The price: $1,200 
for a five-minute segment weekly, with a minimum buy of four weeks 
required. 


® Macfadden Publications Inc., New York, has become a member of 
the Magazine Advertising Bureau. Lee Andrews will represent Mac- 
fadden on the MAB board. MAB is now sponsored by 20 publishing 
companies, whose 50 magazines account for more than 80% of con- 
sumer magazine advertising. 


® Sidney G. Stricker Jr., who heads national sales, advertising and 
merchandising for I. W. Harper and Ancient Age whiskies, two of the 
Schenley brands, has been named a v.p. of Schenley Distillers, New 
York. He joined the company in 1948 in St. Louis. Before coming to 
New York, he was manager of the Melrose division, in Kentucky. 


FTC Crashes Tie-in 
Anniversary Sprees 
by Two Food Chains 


Florida, and Giant Food Shopping 
Center Inc., Washington, which 
has a $60,000,000 volume at 28 
stores here and in nearby Virginia 
and Maryland. 
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Pittsburgh Admen 
‘Adopt 5-Point Code 


to Fight Bait Ads 


PrrtspurcH, Nov. 22—Some 15 
representatives of newspapers to- 
day pledged support of a code of 
ethics to restrain bait advertising 
at a meeting sponsored by the Bet- 
ter Business Bureau of Pittsburgh. 

Representatives of radio and 
television stations requested time 
to study the code. 

Following is the five-point code 
that was adopted: 


e Advertising statements not only 
must be truthful and accurate but 
also must not create a misleading 
impression. 


e Media may demand from adver- 
tisers proof of their ability and 
willingness to sell and deliver ad- 
vertised items and to satisfactorily 
fulfill all advertised claims. 


e Evidence received from media 
audiences, the BBB or any other 
competent source that any adver- 
tised offer does not represent a 
sincere willingness and intent on 
the part of the advertiser to sell 
the featured article as advertised 
will render the advertising unac- 
ceptable. 


e Any misrepresentation as to 


durability, maintenance, quality, 
value, credit terms, guarantees, 
installation and/or installation 


costs of advertised merchandise 
shall render the advertising unac- 
ceptable. 


e Any misrepresentation in sales 
presentations such as those involv- 
ing unsubstantiated or unverifiable 
regular price, sale price, “special 
offer,” “gift,” “deal,” or “adver- 
tising allowance” claims or “model 
home” promises or solicitations of 
“testimonials” requiring exploita- 
tion of customers’ names as a 
condition of sale or of price offer 
shall render the advertising unac- 
ceptable. 


® “It is not the desire of the BBB 
to curtail advertising revenue of 
any media,” said Philip C. Hodill, 
BBB president, during the meet- 
ing. “Advertising has a legitimate 
use. I think it is time to stop kid- 
ding ourselves that the bait ad- 
vertiser does no real harm to our 
economy.” 

Mr. Hodill and G. H. Dennison, 
BBB general manager, said the 
BBB became seriously concerned 
about the bait advertising in the 
storm window, reupholstering and 
home appliance field. 

Today’s meeting was the climax 
of more than six months of in- 
vestigation of bait advertisers in 
the Pittsburgh area by the BBB. 
During this period, the BBB hired 


WASHINGTON, Nov. 25—Large 
scale anniversary promotions by 
two big food chains resulted today 
in Federal Trade Commission com- 
plaints charging that the chains 
and 11 manufacturers of well 
known food products engaged in a 
plan based on illegal promotion al- 
lowances. 

FTC claimed the initiative was 
taken by the chains, which asked 
their suppliers to contribute to- 
| ward the anniversary promotion. 
It said the chains violated the 
FTC Act by inducing suppliers to 
give special allowances which they 
“knew or should have known” 
were not being offered to their 
competitors. FTC singled out 11 
from the more than 400 suppliers 
involved, and issued complaints 
contending that they granted ad- 
| vertising allowances to these chains 
without offering similar benefits to 
other retailers. 

The chains involved are Food 
Fair, Philadelphia, which does a 
$348,000,000 volume with 200 stores 
in Pennsylvania, New York, New 
Jersey, Maryland, Delaware and 


Crosse 4 Blackwell, 


® FTC said early in 1955 Food 
Fair approached suppliers with 
proposals for a spectacular anni- 
versary celebration. A variety of 
“plans” ranging in cost from $200 
to $3,750 were offered and 278 par- 
ticipating suppliers contributed a 
total of $216,770. In return they 
were to receive special attention in 
newspaper advertising, displays 
and chain-wide promotion activ- 
ity. Giant’s promotion was similar, 
FTC said, involving 134 suppliers 


who put up $31,000 for Giant’s| 


19th anniversary. 

The suppliers involved are: 
Baltimore; 
Pompeian Olive Oil Corp., Balti- 
more; McCormick & Co., Balti- 
more; Minute Maid Corp., New 
York; Jos. Martinson & Co., New 
York; J. H. Filbert Inc., Baltimore; 
Sweets Co. of America, Hoboken; 
Tetley Tea Co., New York; Reed 
Candy Co., Chicago; Chestnut 
Farms Chevy Chase Dairy, Wash- 
ington, and Atlanta Trading Corp., 
New York. 

FTC contended the arrangement 


injured competing grocers. 


investigators who applied for jobs 
with storm window concerns. 
The investigators were carefully 
coached in “bait, knock and 
switch” techniques before they 
were allowed to make calls. 


a The BBB also assembled scores 
of complaints and hundreds of in- 
quiries and reports from outraged 
“prospects” in the area. 

Mr. Hodill said a “great reser- 
voir” of public confidence has 
been built up over the years by 
the advertising policies and cus- 
tomer relations of decent business. 
| “Any depletion or poisoning of 
this all-important reservoir of good 
| will constitutes a betrayal of the 
legitimate elements of business,” 
Mr. Hodill said. It is also a “ruth- 
_less and cynical exploitation of the 
advertising industry,” he said. 

In addition to advertising peo- 
ple, representatives of the Federal 
Communications Commission, Fed- 
eral Trade Commission, Federal 
‘Housing Administration, civic 


groups, business organizations and 
| oom officials attended the meet- 
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THe ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch, Regular card discounts, 


size and frequency, apply on display, 


HELP WANTED 


HELP WANTED 


SPACE SALESMAN 
Nationally known industrial publication 
wants able man with industrial advertis- 
ing experience for New York area. Fine 
opportunity for go-getter. All replies con- 
fidential. 

Box 7896, ADVERTISING AGE 
430 Lexington Ave., New York 17, N. Y. 


ARTIST. Growing display producer, mid- 
west, not large city, needs fifth creative 
man with ideas, capable of quick color 
comps. Salary open. Write point-of-pur- 
chase exp. and ambitions. 

Box 7918, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MOLENE PERSONNEL 
SPECIALIST IN GOOD JUDGMENT 
ANdover 3-4224 
BANKERS BLDG. CHICAGO 3, ILL. 


FIVE FIGURE MEN: PLEASE DO NOT 
: ANSWER THIS AD. 

A large advertiser in a medium size city, 
we need a young artist to help pick up 
some of the load right now and to devel- 


op and grow with the company. This is | AGE 


definitely a good job but it is not at the 
executive level. We already have a first- 
class art director. We feel that the ap- 
plicant will probably be in his twenties 
or early thirties. He must be familiar with 
printing processes and willing to learn 
to adapt himself to the facilities which 
are available locally. It will be helpful if 
the applicant has some editorial knack. 
Not that we expect him to be a writer, 
too—asking for Shakespeare and Rem- 
brandt in the same package is a little too 
much. But the person filling the job we 
have open should be able to organize a 
story into a serious cartoon strip. Layouts, 
pasteups, and production are an essential 
part of the job. We are located in the 
southwest. We feel that this job will be 
particularly interesting to a man who 
wants to move into a dry, sunny climate 
or who wants to leave a large city for 
a more leisurely smaller one. 
Box 7911, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Creative Copy Man 

Growing Southern 4A agency is seeking a 
young, mature copy man interested in a 
future, capable of creating campaign 
themes in addition to writing routine 
copy on consumer and industrial accounts. 
We're hoping you're capable of becoming 
Copy Chief as this department grows. Sell 
yourself and include details of age, ex- 
perience, salary expected, and why you’d 
like to grow with a Southern agency. 
Write Box 7914, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 


CIRCULATION DIRECTOR 
Publisher of leading trade magazines is 
looking for a man who is thoroughly 
qualified to take over challenging job of 
promoting and fulfilling circulation. Sal- 
ary commensurate with experience and 
performance. Pleasant working conditions, 
air conditioned offices, usual benefits and 
retirement plan. Write in confidence for 
interview. Our employees know of this 
ad. 

Box 7930, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL. 


Advertising Salesman—Leading trade 
technical magazine in New York City 
has opening for experienced space sales- 
man. Age 25-30. Ownership of car essen- 
tial. Salary basis to start. Send full de- 
tails. 
Box 7931, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


EXECUTIVE SALESMEN 


Build a bright future as Regional 
Sales Manager for a top ranking 
Boston firm—Specializing in the 
Banking and Insurance Advertis- 
— ds. Commissions are high 
—Your estimated first year earn- 
ings should be $10,000 or more. 
There is no limit on your future 
income—it is all up to you. If you 
have high level sales experience 
and are located in one of the fol- 
lowing areas, — CONN., PENN., 
MAR , NEW YORK, ILLI- 
NOIS, OHIO, MICH., TENN., 
MISS., write now to Box 612, AD- 
VERTISING AGE, 2180 Lexington 
Ave., New York i7, N.Y 


‘COPY WRITER WANTED 


Agency with offices in Calif. and 
Southwest has immediate open- 
ing for creative copy writer. He 
or she must be able to plan com- 
plete campaigns starting with 
basic idea and following thru 
with sharp, sound copy. Must 
have had outstanding success 
writing Radio-TV as well as 
black & white copy for local con- 
sumer accounts, and must be 
able to show proof of successful 
automotive copy. This is a chal- 
lenging opportunity to build a 
permanent position with a rap- 
idly growing aggressive agency. 
If you can qualify, please send 
complete résumé to 


Box 611 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


BARNARD’S ALERT EMP. SYSTEM 


NATIONWIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g Research 
WA 2-2306 202 S. State Chicago 
Art and Mechanical Man 
4A agency in Southeast needs good, 


young, all-around artist to work with Art 
Director and do some black and white, 
pasteups and mechanicals. Give details 
including age, experience, and salary ex- 
pected. Write: President, Henderson Ad- 
vertising Agency, Inc., Box 1700, Green- 
ville, S.C. 


De You Know This Man? 
He is mature, dependable and probably 
now sells advertising novelties, bank sup- 
plies or some speciality. This territory 
open for established sales representative 
who would like to increase earnings $2500 
or more. Leads furnished. High class non- 
competitive service. Write giving past ex- 
perience, 5 years, and references. Our 
company and proposition will bear inves- 
tigation. Write Box 7929 ADVERTISING 


200 E. Illinois St., Chicago 11, Tl. 


AGENCY COPYWRITER 

You don’t have to be a “personality boy” 
to write copy for this agency. If you can 
prove to us that you can write sound 
selling copy for both industrial and con- 
sumer accounts, there is a real oppor- 
tunity for you on the creative staff of this 
Detroit agency. 

All replies held in strictest confidence, 
but please include complete data as to 
age, experience and salary. 

Box 7932, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 17-1991 Chicago 


ADVERTISING—MERCHANDISING 
MANAGER 

Growing seasoned manufacturer needs 
capable direct mail and promotional man- 
ager for national repeat business neces- 
sity. Exceptional opportunity for perma- 
nent future in Chicago. 

Box 7897, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


ADVERTISING MANAGER 

of furniture company seeks broader oppor- 
tunity in creative work, possibly agency 
or larger manufacturer who requires more 
writing and creative ability. This man al- 
so has a newspaper and publicity back- 
ground that would be an added plus to 
his qualifications. Write Box 7933 AD- 
VERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


—ART DIRECTOR 
f 
SAN FRANCISCO 


Package Design 
The man who seeks the challenge 
of developing and administering 
a new program should investigate 
this position. 
This growing manufacturer of 
paperboard packaging materials 
demands the organization and de- 
velopment of a graphic design pro- 
gram. The man chosen will have 
complete responsibility for ‘this 
activity. 
Required is demonstrated creative 
ability and a sales-minded ap- 
proach to design problems. Candi- 
date must have the experience 
necessary to handle administrative 
matters and be thoroughly famil- 
iar with the printing processes 
used in paperboard packaging. 
Write: L. E. Stevenson 
P. O. Box 3611 
San Francisco 6 
Phone: DOuglas 2-2398, Ext. 353 
San Francisco 


Wanted! 
Experienced 
Advertising Man 
Who Desires 
Bigger Opportunity 
Larger Responsibilities 
More Earnings 
Must be highly creative, yet well 
balanced with management ability 
and thorough advertising experience, 
qualified to handle national accounts 
with top management. Send picture, 

rsonnel data and samples. N. A 


inter Advertising Agency, Des 
Moines, Iowa. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 


By appointment only 
MADISON + SUITE 1417 
CEntral 6-5670 


POSITIONS WANTED 


Have electronics account? Journalism— 
Advertising grad, edited manuals 4% 
years, wants to go commercial. 

Box 7935 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


Established industrial magazine, tops in 
its field, is looking for aggressive and 
energetic West Coast representative. Good 
home office promotion to back him up. 
State requirements and qualifications in 
first letter. 
Box 7926, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


Top Lithographer Wants Salesmen 
Leading Milwaukee lithographer has un- 
usual opportunity for salesmen with 
proven ability in sales to represent this 
company in several large buying centers. 
If you have a sales record and would like 
to sell direct mail, displays, labels or any 
lithography, we have 4 color Harris 76” 
equipment (plus many other sizes and 
the complete facilities of creative art, 
typography, letterpress and _. binding), 
this is an opportunity for you. Only one 
responsible man will be assigned to a 
buying territory. 

Box 7934 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


Your own monthly House Organ for your 

customers and prospects. Your name, ad- 

dress, etc., imprinted on front page. 

Space 24%” x 44%” on back page for your 

personal message. 200, $8.00; 1,000, $16.00. 

stipe Kohr Enterprises, Box 501, York, 
a. 


ADV. & SALES PROM. MGR. 
$9,000 + 

-gro product u- 
. ust pe a writer, "hnow 
production & media phases and be a good 
administrator. Age 26-34. $15,000-$20,000 
salary potential, plus incentives. For confi- 
dential exploration, contact 


For rapid 
facturer 


GEORGE E. PY 
Executive Advertisin, 
MPLOYM 
Chicago 4 


LKAS 
Consultant 

T AGENCY 
WAbash 2-5020 


WABASH E 
202 8. State St. 


Fine, Fast, Fairly Priced Photography 


pic 


incorporated 
photographers 


DEARBORN 2-1062 


167 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ADVERTISING SALESMAN 


—one of the nation’s top-flight trade 
souumed SuaSenete has an openi 
perien: man. He will handle a 
established territory centering in coeee. 
Some wo required. opportunity 
ith assured future. Give full particulars 
regarding age, experience, salary earned. 


Box 572 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


“Our 45th Year” 
APPL. ADV. MGR. $18M 
35-45 agcy. exp. in home qe 
Additional other major appl. helpful. 


SR. COPY WRITER $15,000. 
Consumer capital goods experience. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


EXPERIENCED INDUSTRIAL COPYWRITER 


Leading manufacturer of fine chemicals 
has attractive opening for experienced in- 
dustrial writer. His work will include writ- 
ing copy, contact with advertising agency 
in supervising layouts and copy, and ex- 
pediting campaigns. Knowledge of chemi- 
cals and the farm market desirable. This 
is a responsible position in the advertising 
department of a nationally-known com- 
pany located in the Greater New York 
Area. Give complete information on edu- 
cation and experience, which will be kept 
in strict confidence. Interview will be ar- 
ranged for those meeting requirements. 
Box 613 ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 


HAVE BRAIN, 
WILL TRAVEL 


Executive vice-president of N.Y.C. 
advertising agency seeking right 
opportunity as AE or Advertising 

ager. Policy matters force 
change. 


Stability, mpcerity . momeity, te- 
nacity, affability and follow- 
through are key assets. 


Experience in chemical, drug, eth- 
ical, housewares, home furnishi » 
mail order and financial accounts. 
Have never lost an account. Also 
top-notch newspaper record, mid- 
west background. 


To be happy, need minimum of 
$17,500 New York or Chicago. Less 
in smaller city. 


Your inquiry for resume 
held confidential. 


Box 614 — ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
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Westinghouse, 
F&S&R Score in 
Cleveland Awards 


(Continued from Page 2) 


materials. The American Vitrified 
campaign “again pointed up the 
superiority of clay pipe.” 


Central National Bank, Cleve- 
land. Auto loans: 15 newspaper 
ads, one regional magazine, two di- 
rect mailings, two outdoor displays 
twice, 1,022 transit cards twice, 20 
tv and 14 radio commercials. 
Agency: Fuller & Smith & Ross. 

The bank’s auto loans increased 
60% in dollar volume for the year. 
In the first nine months of 1955, 
the Cleveland area’s total sales of 
new cars were up 30%, used cars 
up 22%, but Central National’s 
auto loans went up 102% and 32% 
respectively. Campaign cost was 
approximately 1% of the bank’s 
auto loan sales in the 12-month 
period. 4 


Cleveland Electric Illuminating 
Co. Industrial expansion in north- 
eastern Ohio: 28-minute color 
sound film on St. Lawrence Sea- 
way effects, supported with inser- 
tions in three New York dailies, 
nine page or two-page magazine 
ads, plus direct mail and give- 
away material. Agency: McCann- 
Erickson. 

Personal sales contacts sky- 
rocketed to 22 times the usual 
number. “Leads” were developed 
for a potential $500,000,000 worth 
of new industrial expansion in the 
next five years. The Public Util- 
ities Advertising Assn. said the 
film was the best made by an elec- 
tric or gas utility in 1954. The Na- 
tional Visual Presentation Assn. 
declared it second best film for di- 
rect sales influence. 


General Electric Co., Cleveland. 
More outlets for household lamp 
bulbs: 10 two-page b&w ads in 
three grocery business publica- 
tions. Agency: Batten, Barton, 
Durstine & Osborn. 

The number of food stores sell- 
ing GE bulbs increased 29.5% 
since the start of the program in 
April, ’54. 


Ohio Bell Telephone Co., Cleve- 
land. Teaching users how to dial, 
before changeover: 14 newspaper 
ads 50 times, films in theaters for 
two weeks, 50 outdoor posters, 154 
tv spots on three stations, 263 ra- 
dio spots on eight stations, nine di- 
rect mail pieces to subscribers, 96 
public talks—all in six months. 
Agency: McCann-Erickson for ra- 
dio-tv. Remainder handled by Bell 
staff headed by John C. Heiskell. 

At the time of the conversion, 
91% of persons surveyed were 
aware of the change, 63% knew 
the starting date. On that day, 
97% of the telephone users dialed 
properly. 


Ohio Crankshaft Co., Cleveland. 
Induction heating equipment for 
metalworking: Color pages in one 
general and 10 specific business 
publications, used six or 12 times 
per publication. Agency: Carr 
Liggett Advertising. 

The company received 2,000 in- 
quiries traceable to the ads. Sales 
engineers and management were! 
satisfied with the campaign; sales 
exceeded the quota by 50%. 


Parker Appliance Co., Cleveland. 
Components for hydraulic and 
fluid systems: Continuing direct 
mail, an average of six ads each in 
17 business papers, redesign of 
letterheads and other insignia, 
special sales presentations. Agen- 
cy: Fuller & Smith & Ross. 

In before-and-after preference 
studies (by Aviation Week, De- 
sign News and Purchasing News) 
Parker jumped to the top of the 


list. Studies showed Parker ads 


received three and five times more 
readership than competitors’ ads. 
Up to 388% more customer inquir- 
ies came in each month. 


Sealy Mattress Co., Cleveland. 
Conversion of small dealers to 
Sealy Posturepedic mattresses: 
One ad in newspapers in eight 
Ohio markets, 30-minute tv show 
in six markets, radio spot satura- 
tion, one mailing to dealers, store 
displays, co-op newspaper ads, all 
for three months. A $20,000 con- 
test. Agency: Lang, Fisher & 
Stashower. 

Sales soared 36% above the nor- 
mal seasonal increase; 198 dealers 
participated, paying for display 
material, placing an initial order 
for 36 mattresses and/or springs; 
the contest drew 20,000 entries, 
250% of the total expected. 


Society for Savings, Cleveland. 
Increasing savings of old deposit- 
ors and creating new ones—over- 
all extent, $15,000,000: Local tv 
sponsorship of Liberace, a Liber- 
ace record to depositors of $25 or 
more, offer. promoted on tv and 
radio and ads in daily, suburban 
and foreign language newspapers, 
four months display of 1,218 car 
cards, lobby posters, stuffers, out- 
door posters. Agency: Griswold- 
Eshleman Co. 

In 17 months the bank distributed 
68,000 Liberace records, gained 
5,400 new accounts and additional 
deposits of $20,800,000—more than 
35% better than goal. 


Standard Oil Co. (Ohio), Cleve- 
land. Sohio Boron gasoline: A- 
time spots in all Ohio tv markets, 
radio spot saturation in all major 
state markets for six weeks, 1,000 
Dayglo outdoor posters, taxi pla- 
cards, direct mailing to 1,000,000 
motorists, large-space ads weekly 
in 150 newspapers at the start. 
Agency: McCann-Erickson. 

An increase of 65% in monthly 
Boron sales. When the campaign 
was two months old, a survey 
showed that 95% of drivers inter- 
viewed had heard of Boron and 
identified it with Sohio. A subse- 
quent study revealed that 84% of 
motorists regularly using premium 
gasoline, and 41% of those using 


non-premium grades, had used 
soron. 
Westinghouse Electric Corp., 


Pittsburgh. Lifetime Watthour 
meters: Three ads 12 times in 
three business publications, some 
in “transvision”; reprints mer- 
chandising the ads to salesmen and 
as demonstration piece for sales- 
men’s use. Agency: Fuller & Smith 
& Ross. 

Sales increased 37%. “The meter 
plant,” Westinghouse management 
said, “is receiving orders at a rate 
50% greater than its production.” 


Westinghouse Electric Corp. In- 
dustrial recording instruments: 
Three ads totaling 10 insertions in 
three electrical business publica- 
tions, distribution of “transvision” 
booklets showing insides of instru- 
ments. Agency: Fuller & Smith & 
Ross. 

Four months after the campaign 
began, Westinghouse recorder sales 
were 60% better than the previous 
best month. Sales manager said: 
“Ad and promotional campaign 
was a major factor.” Regional 
sales offices requested 3,000 ad re- 
prints for mailings. 


Westinghouse Electric Corp. 
New transformer line: 80 pages in 
three electrical publications, an 
eight-page “transvision” booklet 
produced as part of ads and re- 
printed for salesmen and custom- 
ers, 13 direct mailings. Agency: 
Fuller & Smith & Ross. 

Management said salesmen im- 
mediately found that prospects 
knew Westinghouse has “an out- 
standing transformer.” Sales 
climbed, according to the report, 
and the increase “paid for the en- 
tire campaign, the new product de- 
rapa ts and also brought prof- 
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Prepacked Frozen Meats May Get 50% 
of Fresh Meat Sales in ‘60: Forecast 


| foods, the study disclosed. Magnavox Names Weingarner 

Although most housewives find Magnavox Co., Fort Wayne, Ind., 
supermarkets generally less ex-|has appointed Charles W. Wein- 
| pensive than neighborhood stores,| garner advertising production 
[they do not feel that there is a| manager. He formerly was with 
| decisive difference between the | Feldkamp-Malloy, Chicago. 


(Continued from Page 2) 
Rochester, N. Y., told the panel 
that retailers do not have the facil- 
ities to take care of frozen meats 
today. He estimated retailers may 
have to increase their freezing 
cabinet space from 30% to 50%. 

Mr. Curtis disagreed with Mr. 
Tobin. Rather than more cases 
being required, he said, present 
self-service cases will have to be 
converted to low temperature cas- 
es. Cases now being purchased by 
stores could be converted for fro- 
zen meat with a minimum of trou- 
ble, Mr. Curtis said. 

Mr. Nissen predicted that a ma- 
jor portion of meat distribution 
will go through ultra-efficient, low 
cost frozen food merchandisers. 
Packages will have to be stand- 
ardized and irregular “catch” 
weights eliminated, he said. 

Harold Feingold, Miller Super 
Markets, Denver, told the panel 
that he did not know how he would 
be able to merchandise a complete 
line of beef, lamb, veal, and pork 
in the frozen as well as the fresh 
state. Limited space facilities are 
the major problems, he said. 

Mr. Berkowitz advised Mr. Fein- 
gold that retailers could draw from 
their freezers and would not need 
large cold storage warehouse space 
at the beginning. Refrigerated 
trucks could make meat shipments 
to stores on any desired day, he 
said. 


® Do prepackaged frozen meats 
offer any opportunity for opening 
up new outlets for meat products 
through institutional users, resort 
operators and soda fountain op- 
erators? 

Mr. Graf predicted that many 
new markets, for precooked fro- 
zen foods as well as the frozen 
fresh items, would be opened up. 

Miss White said many consumers 
are asking for such things as a 
school lunch package. Mr. Love 
said his company has been ex- 
panding production of prefabricat- 
ed packaged meats for the restau- 
rant and institution trade. The ex- 
perience his company is gaining in 
aging, cutting and freezing these 
cuts is being utilized in the proc- 
essing of frozen meats for home 
use, he said. 


® Will prepackaged frozen meats 
put a new or higher premium on 
packers’ brands? 

Mr. Berkowitz predicted that 
the future lies in private labels, 
and that packers’ brands will be 
here for only a short time. He said 
it was important that stores be able 
to maintain their own individual- 
ity in meat merchandising. 


® Will retailers have to take a 
lower markup on the handling of 
prepackaged frozen meats? 

The panel answered yes. Mr. 
Chaplicki said frozen meats should 
be sold at a lower markup than 
fresh meats. Mr. Berkowitz point- 
ed out that markups now are 
higher for frozen than for fresh 
meats, although the cost of han- 
dling frozen meats is lower. Mr. 
Curtis agreed that in many cases 
too much markup is being taken 
on frozen meats. 


® Can frozen prepackaged meats 
be cooked without defrosting? 

Miss White said that all research 
to date points to a definite yes an- 
swer. It is the meat industry’s 
responsibility to do a sound re- 
search job and come up with clear, 
simple instructions to help the 
housewife learn to cook the meats, 
Miss White added. The homemaker 
must be re-educated on meat 
cookery methods before prepack- 
aged frozen meats really catch on, 
she said. 


@ Will the prepackaging and mar- 
keting of frozen meats bring a re- 


duction in the number of market- 
able cuts of meat? 

Mr. Graf said that the fewer units 
of product that have to be inven- 
toried and handled all the way 
through distribution and issue, the 
better. Mr. Chaplicki, on the other 
hand, said he felt there would be 
more items in frozen meats, not 
fewer. 


® Can frozen prepared meats such 
as sausage and casings be mar- 
keted either in a frozen or thawed 
state? 

Panel members agreed that if 
a product is packed to be sold in 
a frozen state, it should be held 
frozen all the way through. 


© What are the pitfalls in freezing 
and packaging of fresh meats? 

Mr. Goeser said meat should be 
in good condition before it is fro- 
zen; that meat should be frozen 
quickly so it retains all its good 
qualities; that packages should be 
moisture-proof and as nearly as 
possible, oxygen-proof. 


® Will freezing cause a loss of 
flavor of the added spices and oth- 
er flavors? 

Mr. Graf said care must be tak- 
en of certain flavors, because some 
will grow in strength, and others 
will lose flavor gradually through- 
out storage. 

On packaging, Mr. Chaplicki 
said that problems of drawing out 
air or vacuum packing in order to 
hold weight are very important 
for the retailer because the weight 
must be as marked on the pack- 
age. If the proper wrapping mate- 
rials are not used the packer must 
allow for normal shrinkages, he 
said. 

Mr. Goeser said that if moisture- 
proof films are used, storage tests 
over many months have shown, 
only a loss in weight of a few 
tenths of 1% can be expected. The 
loss is greater if the product is 
mishandled along the way, he said. 


® Do packaging and packaging 
materials pose any special prob- 
lems for a packer about to enter 
the frozen meat business? 

Mr. Love said packaging costs 
on small units run to a fantastic 
figure on a hundredweight basis. 
Mr. Nissen warned packers not to 
ignore the external package, and 
pointed out that money is wasted 
when the product is squashed. 

Mr. Chaplicki said that frozen 
packaged meat in the future will 
have an inner wrap to protect the 
meat and an outer wrap with a 
picture of the meat. 


® Do cooked meats deteriorate 
when frozen? How successful are 
they at markets? 

Miss White said that as a whole, 
frozen cooked meats are very suc- 
cessful. A big drawback, she said, 
is quality. There is not nearly 
enough meat or chicken in pre- 
cooked frozen pies that are now 
being marketed, she said. 


® Is the sale of quick frozen pre- 
packaged large roasts practical? 
Mr. Goeser said research will 
eventually establish how large a 
roast consumers want and how 
large a roast can be packaged. 


MEAT ATTRACTS MOST 
FOOD BUYERS: STUDY 

New York, Nov. 22—The meat 
department is the most important 
factor in the consumer’s choice of 
a supermarket or grocery store, 
according to James M. Vicary Co., 
marketing research organization. 

In a study of women in 13 states, 
Vicary researchers found that meat 
plays a more vital role than 
canned goods, produce or any 
other item in attracting customers 
to a particular store. Meat is usual- 


WALTER T. SATTLER, formerly adver- 

tising manager of Grand Union Co. 

and ad director of Snow Crop divi- 

sion of Minute Maid Corp., has 

been named director of merchan- 

dising of Ogilvy, Benson & Mather, 
New York. 


ly the first item purchased on a 
shopping trip, and it serves as a 
basis for the selection of other 


|stores in meat prices, according to 


the study. 


Joins National Telefilm 
Charles D. McNamee, formerly | 
with Studio Films, has been named 
southern sales representative for Pt 
National Telefilm Associates, with 
headquarters in Memphis. 
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New ENGLAND Homr 


ING & HEATING 


QUIPMENT [JEALER 


NEW ENGLAND, N.Y. aN. J. 
Trade Paper for: 


AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 
| Needham 92, Mass. ¢ Est. 1947 


KANSAS CITY IS SOLD on 


POSTERS 
BULLETINS 
SPECTACULARS 


NOW AVAILABLE... New Rotary Bulletin 


IT} 


(STALLUP) 


18,611 
AVERAGE 
PAID 


National Newspaper of the Motor-Freight Carriers 


$7.50 
PER 
YEAR 


1424 SIXTEENTH ST., N.W. 


* WASHINGTON 6, D.C. 


The facts about TRANsPoRT Topics invite com- 
parison—and envy. Its paid circulation is in 
excess of 18,000, and its renewal percent is 
83.47! Astounding figures if this were a give- 
away publication—but TRANsPoRT Topics sells 
for $7.50 per year. (Over 81% of its subscrip- 
tions are for one year only, and 77% are 
obtained by mail direct to the publisher.) 

TRANSPORT TOoPics is unique in the trucking 
field. It is a tabloid-size newspaper published 
every Monday and edited exclusively for Motor- 
Freight Carriers — common carriers, contract 
operators, household goods movers, automobile 
transporters, petroleum and oil-field haulers, etc. 
Its news columns are devoted exclusively to 
topics that interest these people: ICC decisions, 
court actions, rate increases, size and weight 
legislation, taxes, personalities, etc. 

Weekly issues (ABC net paid) reach the 
foremost operators in the industry. The 2800 
Class I Carriers—the cream of the crop who 
account for 79% of the income of regulated 
carriers — overwhelmingly prefer TRANSPORT 
Topics to any other publication. 

The third-Monday edition of TRANSPORT 
Topics (ABC plus 8,900 controlled circula- 
tion) reaches every carrier regulated by the 
ICC. This edition gives you 100% coverage of 


COPY OF PAPER AND ABC STATEMENT SENT AIRMAIL ON REQUEST 


* ABC June 30, 1955 


the motor-freight industry twelve times a year, 

Motor-Freight Carriers make up the largest 
single vocational truck market in America. 
With 1,000,000 power units—roughly 13% of 
the nation’s total—they account for over half 
the annual truck-ton miles. They operate 51% 
of the tractor-trailer combinations. Regulated 
carriers alone gross over $5 billion a year. 
Approximately 18,000 of these carriers operate 
their own shops for rebuilding and maintenance. 

Readership of TRANSPORT Topics is attested 
to by its remarkable renewal rate and by the 
fact that each issue carries a page or more of 
classified advertising set solid. 

The newspaper format of TRANSPORT Topics 
assures advertisers another dividend full posi- 
tion, regardless of size, on a page replete with 
live editorial matter Proportion of editorial 
content to advertising pages is approximately 
50-50. In 1944, TRANSPORT Topics carried 456 
pages of display advertising; in 1954, 821 
pages—an increase of 80%. 

Any automotive advertiser, large or small, 
who wants to sell the vast motor-freight market 
should give very serious consideration to 
TRANSPORT Topics. It is the logical publication 
to use, and it is the only publication that thor- 
oughly covers the entire market. 
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Today... togetherness 


sa — inspires the decision 


Today —togetherness, more than ever, helps make a house a home. 
There’s family planning, family playing, family sharing. 
And when there are things to be bought, 


togetherness determines the kind of car or cake mix, 


the color of the carpet— the TV, toothpaste or table lamp. 


And whatever you make, if it’s going home 
it will get there faster through the pages of MCCALL'S... 
the only magazine edited to appeal to the Woman 
whose chief interests are the best interests of herself and her family. 
Ask for all the facts from MCCALL’s — today. 


by) Sonn 
pe A eal 


® 
MeCalls The Magazine of Togetherness in more than 4,500,000 HOMES every month 
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